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Diet Fattens Blenders 


Locked out of further expansion into tran- closed, announced a two-band, four-speaker, 
‘ : . ; : sistor radios by a _ self-imposed 4-million stereo radio-phono combo which would re- 
The public craze for the slimming magic unit export quota, the Japanese home elec- tail in Japan at a staggering low of $90. 
of Metrecal and other potions is putting tronics industry is stalking the U.S. market e Fukuin (Pioneer brand) showed several 
more meat on blender sales. see page 7 for new beachheads. new models of its transistorized Stereomaster 
tuner-amplifier (four bands including FM 
In a special cable from Japan’s third annual and shortwave) to retail at under $100 in 
= Electronics Parts Show (held Oct. 18 to 23 Japan and at about $180 in U.S. 

ALSO IN THIS ISSUE q at Tokyo’s Trade Center) McGraw-Hill’s 
YOUR PERSONAL BUSINESS I] World News Bureau in Tokyo underscored Exports of these goods currently are small, 
MORT FARR SAYS it these items: but recent increases are typical of the 
LETTERS bee @ Wide array of speakers, cabinets, hi-fi trickle-to-tidal-wave record of other Japa- 
NEW PRODUCTS 21. 22. 23. 24 components, packaged phonos at the show nese products. Speaker and cabinet exports 
INDUSTRY BUSINESS TRENDS’ 7 29 could mean the thriving U.S. stereo market are shooting up sharply. In the first six 
. z : edi “7 is the next target. months, speaker exports were up 80% to 
TAKING STOCK 30 e Of 158 exhibitors, some 60 showed retail $1.6 million value compared to the 1959 half. 
home goods; 26 showed radios, phonos, tape, Exports of cabinets are expected to double 

including eight with stereo consoles; 18 last year’s figure and reach $100,000. 

PUBLISHED, WEEKLY by McGraw-Hill Publishing Co, Executive showed hi-fi components; 10, including the 
New York 36, N.Y. Printed in Chicago, Ill. Second-class postage Tokyo Electronics Cabinets Manufacturers The big stuff is not coming in yet, although 
ry Poa noe. tt. ew st a gly ee nae Assn., showed cabinets; 15 showed TV, in- raw export figures could supply a scare. For 
POSTMASTER: Send Form 3579 to Fulfillment Manager, Electrical cluding color and transistor portables. instance, “radio-phoongraph” exports to the 
Merchandising Week, 330 W. 42nd St., New York 36, N.Y. e Giant Hitachi, shortly after the show Continued on page 25 
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PLAN 


For Electronics Production 
SEE PAGE 3 


4,3, 2,1...There 
Goes Whirlpool! 


Some astronauts whirring 
through space may be cook- 
ing their meals in a Whirlpool 
kitchen, judging from a con- 
tract announced by Whirlpool 


The contract says Whirlpool will 
develop and deliver to the Wright 
Air Development Division, Air Ma- 
teriel Command, by May, 1961, a 
space kitchen able to produce all 
beverages and food for three astro- 
nauts on a 14-day shot to the moon. 

Whirlpool has had the contract 
since summer, and already has its 
design in mockup form. Included 
will be a refrigerator, freezer, oven, 
water system and heater, waste dis- 
posal unit and a water recovery sys- 
tem. All this will be air conditioned 
and pressurized at two-thirds of 
sea-level atmosphere. 


Principal problem is, of course, the 
lack of gravity. At the moment 
Whirlpool’s solution is complete 
compartmentalization of the kitch- 
en, the appliances and the utensils. 
Water system design, since “water 
doesn’t act like water,” requires a 
force system and other intricacies. 
Astronauts, feet in stirrups, will eat 
at a counter from tied-down trays 
with compartments. 

All design is based on data sup- 
plied by Wright Development. 


Coin-Ops Aim 
At Standards 


Eleven manufacturers in the 
coin-op laundry and dry-cleaning 
field have formed the National 
Automatic Laundry and Cleaning 
Council. Executive committee meet- 
ings in November will precede 
opening of offices in Chicago around 
Dec. 1 

H. J. Mitchell of Philco was 
named chairman of the council’s 
executive committee. Mitchell said 
“The council will concern itself with 
safety, health and other standards 
in automatic laundries, especially 
with respect to machine design and 
installation.” 





The council will be managed by 
Clinton S. Darling, long-time chief 
executive of the National Automatic 
Merchandising Assn. 

Queried on _ specifics, the new 
council was positive that separate 
and distinct standards would be de- 
veloped for dry cleaners and for 
washers. 





Admiral Survey Determines 
Appliances’ Service Needs 


Admiral Corporation’s Woodbury 
College survey in metropolitan Los 
Angeles has_ delivered another 
batch of results of interest. 

This time, the question was serv- 
ice calls and _ botheration. Clear 
winner announced by Admiral was 
the electric refrigerator, with 90% 
of the 2,327 families requiring no 
service at all in 1959, under 8% 
with just one call. TV owners also 
were pretty happy: Nearly half 
needed no help, 25% called once, 
14% needed two calls, only 11% 
more than twice. Radio owners ran 
83% no service, 13% one call, 4% 
over that. 
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Chalk Up An Order For Westinghouse 


SIGN ON THE DOTTED LINE. Mike Poulos, standing, of Paramount Appli- 
ances, Toledo, O., prepares to okay order written by Wendell J. Ott, Westing- 
house territorial manager at company stereo hi-fi and TV show in Cleveland. 





FM Stereo— Final Lap 


The search for FM stereo radio 
(multiplexing) standards en- 
tered the homestretch as the 
FCC starts checking test data 


It’s all up to the Federal Com- 
munications Commission now. The 
report on the six systems (Crosby- 
Electronics Corp., Calbest Electro- 
nics Co., Multiplex Development 
Corp., EMI Electronics Ltd., Zenith 
Radio Corp. and General Electric 
Co.) tested by Panel 5 of the Na- 
tional Stereophonic Radio Commit- 
tee is in the commission’s hands. 


What the FCC will come up with 
—and the commission has prom- 
ised a decision around New Year’s 
Day—is anybody’s guess. But one 
good guesser indicated the FCC 
might not pick any particular sys- 
tem. Instead, the commission will 
set a standard and everyone will 
have to adjust accordingly. 
Clearly, some groups favor dif- 


ferent systems for reasons of their 
own. FM broadcasters are dead set 
against the Crosby system, which 
offers only one subcarrier. Many 
of these station owners are multi- 
plexing already, using the subcar- 
rier to sell background music to 
commercial establishments. 


If the Crosby system is adopted, it’s 
highly unlikely the station owners 
would rush to abandon their suc- 
cessful commercial subcarrier in 
order to give the public stereo. 

Some engineers regard the EMI 
system as the best, but audiophiles 
are most impresset with the Crosby 
system. And the radio-TV manu- 
facturers are giving the G-E and 
Zenith systems strong support. 

But as A. Prose Walker, chair- 
man of the field test committee and 
manager of engineering for the Na- 
tional Assn. of Broadcasters, has 
observed, the tests did show that 
stereo can be inexpensively pro- 
vided by FM radio. 





IUE’s Carey Backs Down, 
Ends Strike On G-E Terms 


James Carey, boss of the power- 
ful International Union of Electrical 
Workers, backed down and the elec- 
trical appliance industry last week 
returned to labor peace. 

Faced with a sizeable revolt from 
some members of his union, Carey 
settled his strike against General 
Electric which had sputtered badly 
after lasting more than three weeks. 
And the union made virtually the 
same pact with Westinghouse. 

The G-E strike had barely af- 
fected dealers. The company had 
been able to keep many of its ap- 
pliance assembly lines rolling. 


The G-E settlement clearly was a 
victory for G-E’s “don’t give an 
inch” labor policy—even Carey ad- 
mitted it. For 14 years company 
policy has been to make an offer 
and stick to it, regardless of a strike 
or the threat of a strike. Because 


of the agreement, 70,000 workers 
will receive a 3% pay increase and 
in the next month the union will 
decide between three options: A 
second wage boost of 4% in 18 
months; a 3% raise then plus an 
eighth paid holiday and a fourth 
week of vacation after 25 years; or 
a wage reopener in April, 1962. 


IUE’s new Westinghouse contract 
contained two wage increases lower 
than those originally offered by the 
company. The difference goes to pay 
for higher fringe benefits. 
Although strikers were return- 
ing, G-E and Philadelphia Mayor 
Richardson Dilworth continued 
their feud. Dilworth said the com- 
pany had threatened to pull out of 
the city unless Philadelphia author- 
ities broke up the strike. G-E said 
Dilworth neglected the rights of 
workers to cross picket lines. 





Maytag Drops 
Refrigeration 


The laundry power no longer 
will sell its Amana-made freez- 
ers and_ refrigerators, EM 
Week learned last week when 
Maytag confirmed rumors 


Maytag has been in and out of 
refrigeration since World War II. 
For the past five or six years, it has 
marketed an Amana-made line of 
upright and chest freezers and a 
refrigerator-freezer combination. 


Why did Maytag decide to leave the 
field? The company didn’t discuss 
its reasons, declaring that many 
factors were involved. A spokesman 
stoutly maintained “it wasn’t be- 
cause we were losing money.” 

It was obvious, though, that the 
situation would have been different 
if Maytag made its own refrigera- 
tors. But this single factor isn’t 
enough to explain the move. Some 
other possible reasons: 

The Maytag refrigeration line, 
while generally considered quality 
merchandise, never picked up the 
magic of the Maytag name in laun- 
dry. And, of course, Maytag thinks 
of itself as the laundry specialist. 


One thing was certain: There was 
no hint of dissatisfaction with 
Amana. Amana officials could not 
be reached for comment. 





Laundry Sales 
Up Last Month 


September shipments of home 
laundry appliances, AHLMA re- 
ports, were 30% above those in 
August. Biggest gainers: gas clothes 
dryers, which were up 67% over 
the month before; electric dryers, 
up 52%; combos, up 46%. 

But though September gained 
over August, sales for the month 
were down 10% from Sept., 1959. 


Total sales for 1960’s first nine 
months hit 3,414,270 units, down 
13% from the 3,933,189 sold in the 
comparable 1959 period. 

Here is a_ product-by-product 
breakdown of the nine months fig- 
ures compared with last year’s fig- 
ures for the comparable period. 

Combination washer-dryers: 
Down 15%. 

Automatic washers: Down 13%. 

Wringer washers: Down 19%. 

Electric dryers: Down 12%. 

Gas dryers: Down 5%. 





NBC Color TV Day—USA 
Set Nov. 11: 9 Hours 


Starting at 6 a.m. (EST) on Nov. 
11, NBC will start a nine-hour and 
10-minute color barrage. 


The complete schedule: 6 a.m., Con- 
tinental Classroom; 7 a.m, Dave 
Garroway; 10 a.m., Dough Re Mi; 
10:30 a.m., Play Your Hunch; 11 
a.m., The Price Is Right; 11:30 a.m., 
Concentration; noon, Truth or Con- 
sequences; 12:30 p.m., It Could Be 
You; 2 p.m., Jan Murray; 3 p.m., 
Young Doctor Malone; 3:30 p.m., 
From These Roots; 4:30 p.m., Here’s 
Hollywood; 6:45 p.m., Huntley- 
Brinkley Report; 9 p.m., Bell Tele- 
phone Hour. 
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Direct from the Business and Defense Services Administration 


in Washington, D. C., and the U. S. Embassy in Tokyo, an un- 
classified Foreign Service Dispatch shows Japan’s electronics 
industry aims for steadily higher peaks the next five years 


From the first trickle of Japanese 
transistor radios on the U. S. market 
in 1957 to the flood last year, Amer- 
icans have watched Japan’s elec- 
tronic industries grow with a con- 
vincing display of ability, ingenuity 
and capacity. 


To give EM Week readers a clearer 
picture of Japanese goals, we are 
reprinting in full an analysis by the 
U. S. Embassy in Tokyo of Japan’s 
proposed five-year plan for produc- 
tion as well as the plan’s statistical 
estimates which have been devel- 
oped by. the Japanese government’s 
Ministry of International Trade and 


Industry (MITT). 

By 1964, the preliminary Japa- 
nese plan calls for the value of total 
production to be at least 30% above 
1959 levels. And when the final 
plan is announced, it is expected 
that the totals actually will be high- 
er—a refiection of growing Japa- 
nese optimism over prospects for 
1963 and 1964. 


The text and statistics: 

“In announcing the _ tentative 
estimates of output by the elec- 
tronics industries in the May 20, 
1960, issue of its official bulletin, 
MITI stated that the new estimates 


Japan: The Invasion Isn’t Over Yet 


revise earlier estimates contained in 
the Five-Year Plan announced in 
June, 1958, covering the period 
1958-62. Output estimates had to be 
revised, according to MITI, because 
actual output of many commodities 
such as radio receivers, television 
sets, receiver tubes, transistors and 
other items far outstripped the esti- 
mates contained in the initial plan. 

“Moreover, MITI had to consider 
the likelihood that output of radio 
receivers and television sets, which 
had accounted for nearly 80% of 
the total value of output by the 
electronic industries in recent years, 
was likely to level off and possibly 
decline in the coming five years, 
and the likelihood that Japan’s 
trade liberalization measures will 
have an impact on the Jananese 
electronic industries. The rapid ad- 
vance being made in the electronic 


Japan’s Proposed Five Year Production Plan For The Electronic Industries, 1960-1964 


Categories 1960 1961 
TV receivers (1,000 units) 3,200 3,100 
(million yen) 128,000 117,800 
(million dollars) 355.5 327.2 
Radio receivers (1,000 units) 11,705 12,600 
(million yen) 55,218 58,652 
(million dollars) 153.3 162.9 
Color TV receivers (1,000 units) 4 12 
(million yen) 2,000 4,800 
(million dollars) 5.5 13.3 
Tape recorders (1,000 units) 272 310 
(million yen) 6,819 7429 
(million dollars) 18.9 21.4 
Semi-conductor devices (million yen) 25,800 31,200 
(Transistors) (1,000 units) (120,000) (150,000) 
(million yen) (20,400) (24,000) 
(million dollars) (56.6) (66.6) 
Receiving tubes (1,000 units) 120,000 125,000 
(million yen) 25,800 25,250 
Cathode ray tubes (1,000 units) 3,804 4,326 
(million yen) 23,120 14,718 
Other electric tubes (million yen) 4,900 5,400 
Radio broadcasting equipment (million yen) 525 1,979 
TV broadcasting equipment (million yen) 3,000 3,100 
Industrial TV equipment (units) 64 70 
(million yen) 128 133 
Radio communication equipment — (million yen) 9,300 9,800 
Transmitting equipment (million yen) 9,700 11,100 
Airborne aviation instruments (million yen) 505 525 
Navigation instruments (million yen) 1,830 1,600 
Other radio apparatus (million yen) 1,160 1,280 
Video tape recorders (units) 10 30 
(million yen) 200 600 
Other acoustic apparatus (million yen) 10,100 10,737 
Depth finders (units) 106 90 
(million yen) 42 36 
Direction detectors (units) 2,800 3,400 
(million yen) 360 410 
Other ultra-sonic equipment (million yen) 440 550 
High frequency apparatus (units) 800 920 
Electric measuring instruments (million yen) 7,500 8,000 
Industrial X-ray equipment (units) 487 565 
(million yen) 424 492 
Medical X-ray equipment (units) 5,790 5,970 
(million yen) 1,750 1,805 
Corpuscular accelerators (units) 6 20 
(million yen) 500 1,000 
Radial rays measuring sets (million yen) 658 691 
Electronic microscopes (units) 130 180 
(million yen) 598 610 
Digital computers (units) 50 150 
(million yen) 2,500 7,500 
Analog computers (units) 87 96 
(million yen) 183 192 
Industrial motors (million yen) 15,476 17,798 
Condensers (1,000 units) 857,794 982,889 
(million yen) 13,546 15,522 
Resistors (1,000 units) 651,995 747,078 
(million yen) 6,489 7,436 
Others (million yen) 23,214 25.777 
GRAND TOTAL (million yen) 382,585 406,363 
Percentage increase 9.8% 6.2% 
Source: Ministry of International Trade and Industry, Japanese Government. Note: 360 yen = $1.00 


OCTOBER 31, 1960 


1962 1963 1964 
2,800 2,700 2,700 
100,800 91,800 86,400 
280.0 255.0 240.0 
12,200 11,500 11,300 
56,652 53,192 52,060 
157.3 147.7 144.6 
30 60 100 
9,000 12,000 15,000 
25.0 33.3 41.6 
355 437 714 
7,844 8,741 10,712 
21.7 24.2 29.7 
36,400 41,200 41,300 
(180,000) (210,000) (220,000) 
(27,000) (29,400) — (28,600) 
(75.0) (81.6) (79.4) 
130,000 136,500 138,500 
27,300 28,665 29,085 
5,712 5,990 5,960 
30,366 32,920 33,800 
5,800 6,200 6,600 
2,948 1,857 1,965 
3,000 1,800 1,100 
77 85 100 

139 145 160 
10,500 11,500 13,000 
12,800 14,100 15,500 
660 760 850 
1,400 1,300 1,200 
1,400 1,500 1,700 
60 80 100 
1,200 1,440 1,500 
11,456 12,200 12,993 
80 70 65 

32 28 26 
4,100 4,900 5,300 
450 490 530 
710 920 1,200 
1,030 1,200 1,400 
8,300 8,600 9,000 
650 760 888 
570 667 780 
6,090 6,210 6,330 
1,843 1,880 1,916 
45 75 100 
2,000 3,000 4,000 
725 762 800 
240 320 400 
1,056 1,376 1,680 
200 300 400 
10,000 15,000 20,000 
106 117 129 

201 211 219 
20,468 23,539 27,070 
1,107,984 1,238,440 1,281,330 
17,497 19,557 20,235 
842,160 941,318 937,918 
8,382 9,369 9,694 
29,343 32,148 32,840 
422,272 440,067 456,323 
3.9% 4.2% 3.7% 


industries in the form of new tech- 
niques, new products, etc., also had 
to be considered and thus the earlier 
plan was considered to be outdated. 

“Enclosure 1 (see statistical chart 
below) presents Ministry of Inter- 
national Trade and _Industry’s 
(MITI) projected estimates of out- 
put for the Japanese electronics in- 
dustries during 1960-64. These es- 
timates have not been formally ap- 
proved by the ministry as yet, but 
they are expected to be approved in 
substantially the present form in the 
near future. 


“Principal features of MITI’s re- 
vised preliminary plan for the elec- 
tronic industries are as follows: 

“1. Japan’s electronic industries’ 
output in 1964 will total about 456,- 
300 million yen ($1,270 million), 
30% above 1959 output by value, an 
increase which is in sharp contrast 
to the more than 85% growth be- 
tween 1958 and 1959; 

“2. Electronic instruments and 
apparatus, other than radio receivers 
and television sets, will increase by 
203% between 1959 and 1964; 

“3. Among consumer goods, em- 
phasis will be placed on color tele- 
vision sets and on television .sets 
using transistors, and rising exports 
of these items can be anticipated; 
[EDITOR’S NOTE: So far, television 
sets have just trickled into the 
United States. Through August, 
only 3,326 sets, all with less than 
21-inch screens, worth about $20,- 
000 have been exported to America. } 

“4. Radio receivers and television 

receivers in black and white will 
increase slightly over 1958 output 
levels but will decline slightly from 
the 1960 level; 
[EDITOR’S NOTE: According tothe 
latest BSDA statistics, the Japanese 
have produced 1,784,400 television 
sets and 6,085,300 radios for the first 
six months of 1960. The radio total 
includes 888,500 tube models and 
5,196,700 sets with three or more 
transistors. 

For all of 1959, the Japanese pro- 
duced 2,952,800 TV sets and 10,- 
025,200 radios. The radio totals in- 
cludes 7,622,800 sets with three or 
more transistors and 2,102,500 tube 


models. } 
“5. For television receivers in 
general, TV ownership in Japan 


will increase from about 4.5 million 
sets, estimated at the end of 1959, 
to 19 million sets by the end of 
1964; in this connection, wholesale 
prices of TV sets are expected to 
decline from about 41,600 yen in 
1959 to 40,000 yen in 1960 and 32,- 
000 yen in 1964; 

“6. For transistor radios, the 
plan assumes an increase in exports 
of 27% in 1960 over 1959, an in- 
crease of 10% annually in 1961 and 
1962 and in the last two years an 
annual rise of 5%; 

[EDITOR’S NOTE: According to the 
latest Department of Commerce 
statistics, the U.S. has imported 
3,086,679 Japanese transistor radios, 
229,275 portable radios for the first 
eight months of 1960. MITI figures, 
supplied by BSDA, show a 33.85% 
increase in total Japanese radio ex- 
ports to the U. S. in the first six 
months of this year compared to the 
same period in 1959. The six-month 
totals for the first half of 1960 in- 
clude 282,000 tube models and 
1,840,000 sets with three or more 

Continued on page 26 
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EAST ... WILMINGTON, DEL.— 
The fall electrical appliance 
show here started the ball roll- 
ing for dealers. The crowds 
were good and some dealers 
were saying optimistically that 
showings of the newest models 
will spur sales for the approach- 
ing holidays. 

At McDaniel, Inc., Larry 
Riggs, manager of the appliance 
department, reported an up- 
swing in sales of electric ranges. 
He attributed this replacement 
market to buyers discarding the 
standing ranges which builders 
installed in newly constructed 
homes during the big home- 
building period in the late 
1940’s. He said refrigerators and 
other white goods were moving 
well. A “Dear Customer” sale, 
a novel promotion, proved a big 
hit, according to Riggs. 

Several dealers noted that 
appliance sales showed spotty 
signs of slowing last week, and 
they were cautiously attribut- 
ing the trend to pre-election 
wait-and-see or to a decline of 
employment in the area’s labor 
market for the third straight 
month. One dealer in an indus- 
trial town near here was puz- 
zled by the “sudden” slow-up 
in sales. Big department stores 
were reporting stereo and tele- 
vision ‘‘very good.” 


MIDWEST .. . OMAHA—With the 
hunting season on here, appli- 
ance customers, like pheasant, 
were elusive quarry. Dealers 
who have been expecting the 
upturn were still waiting last 
week. The likely date for better 
times, some were saying, is 


5 EPS SENET AER. 


Optimism about better business seemed to be wearing thin and some 
dealers were wondering just what has hit them in 1960. 


November. “It’s bound to bust 
loose. It was the same story in 
1956,” said Lee Trevarrow of 
National Supply. 

While sales were creeping up, 
a closeout on 1960 models had 
response “not as good as we ex- 
pected,” he said, despite “ter- 
rific prices.” There was waken- 
ing interest in 12-cubic-foot 
and 13-cubic-foot boxes, while 
Frigidaire, G-E and RCA 
Whirlpool 15-cubic-footers were 
“real rough,” according to Tre- 
varrow. 

Paul Bartley of Paramount 
Radio’s suburban store cited the 
national sales lag as a reason 
for slow business, adding that 
he couldn’t understand why. 
Ranges were trailing the field 
because “so many new houses 
have built-ins.” A sellout was 
Speed Queen. With 2% carloads 
moved in 25 days, Bartley said. 

“Off, off, off,’ was the way 
Mike Lewis of Sol Lewis’ de- 
scribed business. He blamed 
“economists with their scare 
articles.”” Lewis was hoping to 
ignite an upturn with the 
“hard-hitting” opening of a 
suburban outlet tucked into the 
$15 million Crossroads Shop- 
ping Center. With Paramount 
coming in across the street, a 
dandy sales battle was shaping 
up for the suburbs. 


SOUTH NEW ORLEANS— 
Fresh fall winds brought cool 
weather to this area, but the 
appliance business remained in 
the summer doldrums. And 
dealers and distributors were 
at a loss to explain why. 

There seems to be plenty of 
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e Teen-agers have discovered a 
new game to determine if they are 
“chicken,” the “American Medical 
Assn. News” reports. Minneapolis 
police reported the youngsters go to 
all-night coin-op laundries, jump 
into dryers and see who can stay in 
longest. And in Chattanooga, a 28- 
year-old barber spent several hours 
in a tavern, then went with “friends” 
to a coin-op laundry. He later was 
rescued by police from a whirling 
dryer, after suffering second de- 
gree burns and lacerations. Police 
were looking for the friend who 
slipped the quarter in the slot. For 
more on coin-ops, see page 6. 


@ Record dealers were warned of 
suits and federal tax liability if they 
sell records made for reviewers 
bearing “not for sale” legends. Rec- 
ord Industry Assn. of America is- 
sued the warning. 


@e The 4l-week figures on radio 
production show a healthy cushion 
over 1959 (see Industry Trends, 
page 29) but TV, production off 
almost 5% with 11 weeks to go, is 
going to have to show a reversal of 
recent form if it is to end the year 
on the plus side. 
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money around, but it is not 
coming to us,” said J. H. Lips- 
comb Sr. of Lipscomb’s Appli- 
ances. ‘‘Business is not so good. 
It hasn’t been good for the past 
month or so. Sales have picked 
up in little spurts now and then, 
but there had been no steady 
upturn as we had hoped there 
would be.” 

Washing machines and dryers 
were moving slowest, said Lips- 
comb. Refrigerators and TV 
were steady, but not good. Color 
television alone showed signs of 
picking up. 

“The distributors tell me it 
is the same all over the area,” 
said Lipscomb. “‘The people are 
just not spending. We get a few 
who come in and pay up to $700 
cash for appliances. Of course, 
this sort of thing is happening 
less and less, but it is an indi- 
cation that the money is there. 
We’re just not getting it.” He 
said Lipscomb’s used some spots 
on the television late show last 
month. “This brought us some 
business,”’ he said, ‘‘but the re- 
sults were not as rewarding as 
they have been in the past.” 

R. J. Magoni of Barnett’s said 
television has been his slowest 
mover. Even a tie-in with 
newspaper promotion of the 
World Series did little to boost 
sales of TV he said. 

Tony Barto of Barto’s Appli- 
ances agreed with Magoni. Bar- 
to’s tried the same World Series 
promotion and got only average 
results. 

Cooler weather, which 
dropped temperatures into the 
50’s, brought on a surge in heat- 
ing equipment sales. Dealers 


said this was an expected sea- 
sonal effect and not much help 
for morale. 

“It should have picked up last 
week,” said Lipscomb, “but it 
didn’t. Maybe after the election. 
Some folks believe that’s what 
everybody is waiting for.” 


SOUTHWEST PHOENIX— 
Business is up in dollars and 
down in profits. That’s the dirge 
sung here where the stimulus of 
gimmick promotions has been 
keeping the aggressive operat- 
ing and leaving the laggards be- 
hind. 

“The consumer is benefiting 
—if he’ll buy,” said Russ Mor- 
rissey of Mehagian’s. “But mar- 
gins are thin and the edge has 
to come from the manufacturer. 
We’ve curtailed inventory since 
March when signs pointed to a 
buying layoff. We don’t stock 
odd-ball items such as 25-foot 
left-handed brown refrigerators 
and we hope for a good fall with 
the return of winter visitors.” 

Dealer Chic Meyers said busi- 
ness was up 8% to 20% in vol- 
ume—but profits don’t show it. 
TV sales dropped since the first 
of the year, but his three stores 
showed a volume gain since a 
return to the air conditioning 
business and taking on Frigid- 
aire’s white goods line. “Hi-fi 
was going good when stereo ar- 
rived and confused the custom- 
er. When he’s confused, he 
doesn’t buy,” Meyers said. 

Most of the area was holding 
back on stereo and hi-fi pro- 
motions, awaiting the Appliance 
Merchandisers Assn. Home En- 
tertainment Week, Nov. 13-19. 





Struttin’ With Some NuTone Barbecue 


WHEN NUTONE SHOWED OFF its 


indoor barbecues to district and 


regional managers in Cincinnatti, Bill Cahill, project engineer who developed 
barbecue-rotisserie, above, treated division managers to a rib roast. In front is 
L. B. Dreifus, New York. In rear from left are: Harry Floyd, Dallas: Bruce 
Corbett, Chicago; Cahill, and F. B. Marple, Los Angeles. Barbecues—charcoal 


and electric models are made 


are designed for indoor use. They list at $129.95 


and are accompanied by hood fans, from $113.75 to $135.95, and rotisserie 
attachments, $34.95. NuTone Chairman Ralph J. Corbett said research proves 
that indoor barbecuing is becoming more and more popular. Many new homes 


use them in kitchens, family rooms. 





THIS WEEK'S [ili 
COLOR TV [iit 


MONDAY (All Times E. S. T.) 

6 A.M. (NBC} Continental Class- 
room (Monday-Friday) 

10:30 A.M. (NBC) Play Your Hunch 
(Monday-Friday) 

11 A.M. (NBC) The Price Is Right 
(Monday-Friday) 

12:30 P.M. (NBC) It Could Be You 
(Monday-Friday) 

2 P.M. (NBC) Jan Murray (Monday- 
Friday) 

11:15 P.M. (NBC) Jack Paar (Mon- 
day-Thursday) 


TUESDAY 
10 P.M. (NBC) Dean Martin 


WEDNESDAY 
9 P.M. (NBC) Perry Como 


THURSDAY 
9:30 P.M. (NBC) Tenn. Ernie Ford 


SATURDAY 
10 A.M. (NBC) Shari Lewis 
10:30 A.M. (NBC) King Leonardo 
7:30 P. M. (NBC) Bonanza 


SUNDAY 
6 P.M. (NBC) Meet The Press 
7 P.M. (NBC) Shirley Temple 
9 P.M. (NBC) Dinah Shore 
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Remington Leads Shavers 


e According to a survey just completed 
by Consolidated Consumer Analysis, 
Remington Electri leads its 


erican markets. Remington captured 
38% of the total 20 city market, com- 
pared with 22%, 20%, 17% and 3% for 
its next four nearest competitors. 
The survey also indicated th 


veyed has reached 53%, which is an in- 
crease of 3% during the past year. 

The survey was conducted by news- 
papers in Chicago, Columbus, Denver, 
Duluth, Fresno, Honolulu, Indianapolis, 
Long Beach, Milwaukee, Modesto, 
Omaha, Portland, Phoenix, Providence, 
Sacramento, Salt Lake City, San Jose, 
Seattle, St. Paul and Wichita. 
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The vote is in! Are you stocking the winner this year ? 
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Coin-Op Laundry, Cleaning: 
What’s Coming Up Next? 


The coin-op industry looks for 
new revenue, watches the legal 
scene and does some tub- 
thumping for new equipment 


There’s a manufacturing move to 
forge the missing link in the coin- 
op laundry business: Ironers. 

They must be simple enough for 
Mrs. Kowalski to use successfully, 
yet safe enough to head off local 
restrictive legislation. 
think 


Some manufacturers they 


have the answer. 


Their products 


are appearing as the latest mem- 
bers of a substantial line of coin- 
operated machines designed for a 
booming market. First came wash- 
ers and dryers about 10 years ago. 
During the summer, coin-op dry 
cleaning machines arrived. A total 
of 107 manufacturers now are mak- 
ing machines solely for coin-op 
laundries, which outnumber com- 
mercial laundries two-to-one, ac- 
cording to “Coin-Op,” the indus- 
try’s new magazine. 


The Ironrite Co. came out with its 
new ironer this month, telling coin- 


op laundry operators: “If you have 
only washers and dryers, you have 
only two-thirds of a laundry serv- 
ice.” 

The new Ironrite coin-op ironers 
will be set up in banks of four, 
with a large table for sorting and 
stacking finished laundry. 


The Iron-A-Way Co. also joined the 
parade, believing that the average 
housewife would be more at home 
with a conventional ironing board 
and iron. A quarter dropped into 
Iron-A-Way’s machine brings an 
ironing board down from the wall. 
A steam iron inside will operate 
for 45 minutes. 


Manufacturers of coin-op dry clean- 
ing equipment also are looking for 
ways to round out their operations. 
First of these to branch out is the 
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Model 6515R1 Gibson two-door 


Automatic Ice-Master « Convenience 


electric outlet « Automatic defrost 
Adjustable shelf and door racks 











GIBSON ICE MASTER makes, st 
automatically replaces more 


than 100 ice cubes! 


couples! 





Gibson Refrigerator Division of HUPP Cor 


TOO! 


Need an extra-something number right now 
for tough closers? 


You’re looking at it! The famed Gibson two- 
door, all dressed up for 1961, with two brand- 
new pluses. First, nearly a cubic-foot more of 
net capacity in the same 30” width, because 
the No. 6515 is 66” high, not just 63” (still 
low enough to fit snugly under most over- 
head cabinets). 


Second, in the big 94 lb. zero-zone freezer, 
Gibson’s automatic Ice-Master—more than 
a match for the ice-cube-needingest family. 
Makes and stores over 100 ice cubes .. . takes 
its own inventory . . . makes more the minute 
they’re needed, all automatically. At long last, 
a real male-appeal feature to close shopping 


No one knows more about two-doors than 
Gibson, for it was Gibson who turned the 
two-door into a mass selling item. See the 
complete line of top and bottom mount two- 
doors at your Gibson Distributor’s Open 
House. They’re right for selling, right now! 


Libsa, 





CS lle Michi 
. 












Forse Corp. which already has in- 
troduced a coin-op ironer. 

The Forse machine has a metal 
pressing surface, but except for the 
metal surface it differs little from 
the kind of presser found in dry- 
cleaning shops. Next development 
probably will be covering the press- 
ing surface with cloth, creating a 
presser that can be used on wool- 
ens previously cleaned in a coin- 
operated dry-cleaning machine. 


“Susie” already is doing the job for 
one enterprising-dry cleaner, Lee 
Fink in Kenosha, Wis. ‘Susie’ is 
the trade name for a mannequin- 
type clothes finisher. Clothing, such 
as a jacket, is placed over a form 
and steam flows through it, press- 
ing the garment. Fink fitted a com- 
mercial form finisher with a coin 
meter, and housewives can use it to 
press their cleaned clothes. 





What next? The only things lack- 


- ing to make complete coin-op dry 


cleaning available are the spotting 
tables used by commercial dry 
cleaners to remove stains before the 
clothes go into the dry-cleaning 
machines. And one laundry equip- 
ment manufacturer is working on 
such a coin-operated table. 


Where the business goes from here 
is something not even the experts 
agree on. Some think self-service 
laundries will remain small centers 
serving particular neighborhoods. 
Others are certain they’ll become 
huge operations serving whole areas 
of a town. 

If all of these new machines are 
successfully installed, however, 
housewives will be able to do all 
their laundry and dry cleaning at 
one or two centers. 

One possible stumbling block is 
that revenue and safety regulation 
for coin-op centers are beginning 
to catch the fancy of local legisla- 
tors. Governing bodies in many 
areas with coin-op laundry and 
dry-cleaning centers are taking a 
close look at the industry’s tax pos- 
sibilities and safety requirements. 

In most of Eastern Long Island, 
24-hour attendance is required at 
all self-service laundries. In New 
York City, Councilman Joseph Di- 
Carlo introduced a_ night-closing 
bill which was considered a test 
case by the industry. 





New Zealander 


Offers Market 


United States-made electrical ap- 
pliances are on the number one list 
of goods New Zealand would like to 
receive in exchange for an increase 
in export of its produce—wool, 
meat and fish—according to Max 
Green, director of ZIP Industries, 
Wellington, N.Z., a leading manu- 
facturer of electrical appliances. 
Green visited the World Trade Cen- 
ter in San Francisco on his visit to 
this country. He believes American 
concerns are overlooking market 
possibilities there. 

“Our New Zealand factory looks 
to American design and appliance 
reliability to sell more products,” 
he stated. “I plan to look at some of 
your pop-up toasters which are in 
increasing demand in our country. 
American product design, market- 
ing techniques and production 
know-how are valuable contribu- 
tions to New. Zealand’s industrial 
development program.” 
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Portable Heater Sales Warm Up 


... as the seasons first teeth-chattering cold snap had consumers 
thinking about cold floors and manufacturers about chilly first- 
half sales figures that have just begun to thaw 


This is the time of the year when 
portable electric heaters get hot. In 
the next four months, heater sales 
will account for 60% of the year’s 
total. “This is our kind of weather 
and we’re raring to go,” Fresh’nd- 
Aire Company’s sales manager; 
Harry Roehm, told EM Week. 


The portable electric heater indus- 
try has enjoyed a steady growth 
rate for the last 10 years. 

Last year, 1,355,000 fan-forced 
and non-fan-forced heaters (not 
including base board types) were 
sold at an average retail price of 
just a shade over $22. In 1950, the 
average price of the 1,115,000 units 
sold was $13.77. The outlook for this 
year from manufacturers is_ that 
business will be ‘at least as good 
as last year and probably better.” 


Prices this year will start at around 
$6.95 for the promotional radiant- 
type heaters and will range all the 
way up to $59.95 for the deluxe 
convector or combination’ types 
with everything on them but power 


brakes. The big industry push will 
be on the higher-ticket heaters, 
though the most popular units will 
still be in the $19.95 range, accord- 
ing to the manufacturers. 


Typically, the low-end units are 
radiant heaters that can be stepped 
up by adding fans. The high-tick- 
eted heaters are almost always the 
convection or combination types. 
These get stepped up by adding 
safety switches that turn the unit 
off if it’s accidently tipped over, a 
wide range of wattages, thermo- 
static controls and signal lights. At 
least one company (Fresh’nd-Aire) 
has an air purifier built into one of 
its portable heaters. 

Radiant heaters consist of a heat- 
ing element and a metal reflector 
that projects the heat like a flash- 
light beam. They’re not designed to 
warm all the air in a room, but do 
warm anyone in the path of the 
beam of heat. Adding a fan to a 
radiant heater will accelerate the 
heating up process but will not af- 
fect the heater’s total heat output. 


Convection heaters differ: from 
the radiant type in that they warm 
all the air in a given space rather 
than just a spot in front of the unit. 
The air is warmed in the convection 
type as it passes over heating ele- 
ments and is distributed through a 
room either by natural means or by 
a fan. 

Combination heaters are, in ef- 
fect, radiant heaters with supple- 
mentary convection action. Usually, 
two heating elements are used: one 
radiates heat and the other heats 
air circulated over it by a fan. 


The weather has always been an 
important factor in portable heater 
sales. Traditionally, the best selling 
seasons were the fall or spring when 
the weather was turning cold or 
starting to warm up. And heater 
salesmen stressed heaters for those 
cold mornings when “it’s cold but 
not cold enough to turn on the cen- 
tral heating.” But manufacturers 
are trying to eliminate the indus- 
try’s dependence on the whims of 
the weather. 


In the last few years, the selling 
concept has gradually changed as 
more manufacturers entered the 
heater business. ‘‘Now the idea is to 


sell room heating instead of merely 
space heating,” said F. W. Stone, 
Knapp-Monarch _ sales manager. 
“We're trying to sell the public on 
the idea that room heaters can be 
used all year around to provide 
uniform heat in the baby’s bedroom 
or a sick room.” 


Margins have always been good in 
portable electric heaters, especially 
the high-ticket units. Most manu- 
facturers claim that the same will 
be true again this year, but some 
are beginning to worry as competi- 
tion grows. 


“It’s the same old story of too many 
big frogs in a small pond,” ex- 
plained Richard Piper, vice presi- 
dent of Markel Electric Products. 

“Until just a few years ago,” 
Piper continued, “there were just 
a few manufacturers in the portable 
heater business. But that was all 
that was needed to take care of the 
small but steady volume. Now, a 
lot of big guys have jumped into 
the business on a ‘me too’ basis. The 
result: Jazzed up heaters every 
year that make the previous year’s 
models obsolete and that force you 
to spend a lot of money tO romance 
the new model with hoopla.” 





Diet Fad Fattening Blender 


.. . as calorie-counting public spends $2 million a month for 
the magic of Metracal. Twenty more potions are in booming 
market—all claiming they work better with blenders 


“That’s what it says right on the 
can,” beamed one blender manu- 
facturer, ‘‘aand we don’t mind it in 
the least.” 


Taste is the thing that ties blenders 
to dietary supplements. It’s true 
that a blender isn’t needed to mix 
the supplement with water but, be- 
cause a blender will aerate the 
solution, it will taste better. So 
claim the blender makers. 


Manufacturers of the dietary prep- 








Miss Stainless Steel 


INCO’S UNOFFICIAL Miss Stainless 


Steel displays samples of the con- 
sumer goods that will be featured in 
department stores during the third 
annual “Gleam of Stainless Steel” 
promotion. 
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arations don’t discredit the taste 
claim, but they’re not going out of 
their way to stress blenders either. 

A leader in the dietary field told 
EM Week that “part of our sales 
story is ease of preparation. If the 
consumer thinks he must go out and 
buy a blender before he can use the 
product, it wouldn’t do our sales 
much good.” 


“More and more drug chains are 
showing real interest in blenders,” 
said J. P. Dornich, Iona Manufac- 


Business 


turing Co. sales manager. “On re- 
cent trips I’ve noticed chain drug 
stores displaying and selling more 
blenders than they ever have. 

“Our own sales are running 37% 
ahead of last year and, by the end 
of the year, we predict they’ll be 
near 50%,” said Dornich. 


“It’s true that this diet craze has 
influenced the sale of blenders,” 
said A. J. Lappin, vice president of 
Waring Products Corp., “but no- 
body knows how much or how long 
it will last.” 


“Blender sales will hit the 600,000 
mark this year,” predicted one op- 
timistic manufacturer. 





Siatelocs Goal Is $500 Million 


That’s how much consumers will spend for stainless steel prod- 
ucts at retail this year. INCO predicts higher sales in 1961 


L. R. Larson, vice president and 
general manager of International 
Nickel Company’s marketing serv- 
ices department, made the predic- 
tion when he announced the com- 
pany’s third successive “Gleam of 
Stainless Steel” promotion, sched- 
uled for Feb. 20-March 10, 1961. 


Larson expressed confidence that 
sales will “exceed half a billion dol- 
lars in 1961 and continue to in- 
crease substantially in subsequent 
years.” He pointed out that his esti- 
mates included only products in 
which stainless steel is an integral 
part and not those which use it in- 
cidentally as decorative trim. 


The goal of the 1961 “Gleam” pro- 
motion will be to stimulate the es- 
tablishment of stainless steel shops 
in leading department stores 


throughout the country. “A total of 
61 major department stores, repre- 
senting 141 main _ stores’ and 
branches, will take part in the 1961 
promotion of nickel stainless steel 
housewares and appliances,’’ Larson 
explained, “and 35 of the stores 
have already indicated that they 
will retain the shops on a perma- 
nent. basis.” 


Among the country’s leading retail 
establishments that have already set 
up stainless steel shops as a result 
of earlier “Gleam” promotions are 
Rich’s of Atlanta, B. Altman in New 
York and Hudson’s in Detroit. 

A. H. Breyer, hard goods mer- 
chandise manager at Rich’s, re- 
ported that the success of the pro- 
motion was indicated by “increased 
traffic, bigger volume 
unit sales during the promotion.” 





and better 





Retail Credit 


Sells Mowers 


That’s Moto-Mower’s reason 
for establishing a new credit 
program to finance sales at the 
retail level 


“The plan was developed to en- 
able Moto-Mower dealers to profit 
from credit selling,” explained W. 
H. Nolan, director of sales at Moto- 
Mower, Inc. “Consumers insist on 
the convenience of installment buy- 
ing,” he continued, “and the dealer 
without a simple workable credit 
plan is missing vital sales.” 


To take part in the plan, a dealer 
must sign two forms. The first is a 
statement of trust-receipt financing 
and the second authorizes Moto- 
Mower to negotiate the necessary 
trust receipts. When his participa- 
tion is approved, the dealer can 
stock a full line of Moto-Mower 
products without tying up any of 
his own funds. 


On cash sales, the dealer forwards 
his payment for the merchandise to 
the company. On credit sales, he 
forwards the customer’s sales con- 
tract and his liability for the pur- 
chase from the distributor is can- 
celed. The dealer’s anticipation dis- 
count—figured from the date of the 
sale—is sent to him within 30 days 
“In most cases,” Nolan continued, 
“if a dealer purchases all his Moto- 
Mower equipment from a distribu- 
tor under the secured finance plan, 
he needn’t invest a cent of his own 
money in the entire operation.” 


Dura Finance Co., the credit subsid- 
iary of Dura Corp. and parent or- 
ganization of Moto-Mower, will 
handle the installment paper. 
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Long-Awaited Small Combo 
Unveiled In Whirlpool Line 


Distributors attending last week’s “College of Product Knowl- 
edge” ran into hoop-la, the smaller combo, and double doors 
with No-Frost in the 1961 refrigerator offerings 


Whirlpool pulled out all the stops 
for 700 distributors and their sales 
forces last week. Waving pennants, 
caps and gowns and some new lines 
in the air, the Whirlpool sales exec- 
utives tried something new for 
them: A product show that included 
how-to stuff for the road men as 
well as order sessions for the dis- 
tributor brass. 

Hitherto, Whirlpool has kept the 
two separated, but 1960 is provid- 
ing all concerned with a desire to 
streamline things. For the factory, 
this kind of meeting eliminates the 
nationwide blitz sessions to pitch 
the men who pitch the dealers. It’s 
all done in St. Joseph, Mich. 


What they showed was a line that 
departed only in detail from pre- 
vious lines, with the exception of 
the long-heralded and _ eagerly 
awaited smaller combo. 

The new washer-dryer is indeed 
smaller—just 29 inches wide and 
just counter-height—but the dif- 
ference between this and the origi- 
nal Whirlpool combo seems to be 
only a matter of inches and price. 
The new HC-50 and HC-55 (elec- 
tric and gas) at $499.95 and $529.95 
retain the same action, same load, 
have pushbutton controls, automatic 
bleach and detergent dispensing, 
and a damp cycle. That $529.95 
price on the gas combo represents, 
in some areas, about a $50 drop. 


Double doors and No-Frost pre- 
dominate in the refrigerator line. 
Of the nine models—there were 12 
last year—five have No-Frost and 
six are two-doors. Whirlpool went 
to swing-out shelves in the Mark 
61, the top of the line, including a 
swinger in the freezer compartment. 

Egg shelves are on their way out, 
or at any rate, are off the door. In 
some models they have been re- 


placed with a plastic bin that sits 
on any shelf, holds 24 chicken-type 
eggs. 

According to reliable sources, the 
Whirlpool refrigerator line stacks 
up this way: Model HD11 is open 
list, HC11 at $229.95, and HC13 at 
$269.95 make up the single-door 
group. The HS12T at $349.95 is the 
lone non-No-Frost double door. No- 
Frost kicks in at $449.95 with 
HI12T, continues with the HI14T at 
$544.95, the HI14B at $589.95, the 
HI16B goes at $669.95 and the tov 
of the line, the Mark 61, is pegged 
at $779.95. 

All these prices are, of course, as 
“suggested” by the factory. For the 
most part, they appear about even 
with last year’s line. The HI14B at 
$589.95 is almost directly compar- 
able with a 1960 model. Where 
prices are up, features are too. 
Whirlpool’s theme of “more features 
in more models” is accurate—high- 
end features reach way down the 
line for Whirlpool in 1961. 

Freezers are seven in number— 
five uprights and two chests. The 
chest line has added a simple fea- 
ture dear to the hearts of small- 
town dealers—a drain-and-hose to 
simplify defrosting. Ranges—a new 
line of ranges, that is—were not 
shown in St. Joseph. They will be 
coming out later. 


Figures flew during convention talks 
when R. E. Brooker, Whirlpool 
president, pegged the appliance 
business as too self-critical, point- 
ing out that it feeds 70,000 dealers, 
2,400 distributors, 150 manufactur- 
ers and some 35,000 independent 
service companies; does $7 billion 
at retail; moves about $280 million 
in factory replacement parts each 
year, and runs some $50 million in 
national ads and $140 million in 
local ads. 





Shure Problem: Woman! 


She’s a deterrent, industry 
feels, to the expansion of the 
hi-fi components business 


So how do they sell her? 

In order to find some solutions, 
Shure Brothers, Inc. of Evanston, 
Ill., cast a wide net at its New York 
conference last week and came up 
with answers from a psychologist, 
an interior designer, a music critic 
and a hi-fi salesman. 

A couple of basic answers they 
supplied were 1) sell beauty and 
benefits of components, not the 
technicalities; 2) doll up the hi-fi 
ales room to suit a woman’s taste. 


“As we see the problem today,” ex- 
plained F. V. Machin, Shure Broth- 
ers’ vice president in charge of mar- 
keting, “if the hi-fi industry is 
going to achieve any significant 
growth, it has to go beyond the hi-fi 
enthusiast.” 

Machin figures component manu- 
facturers currently take about 3% 
or 4% of the total home electronic 
entertainment market, that the in- 
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dustry must work for the next 10% 
to 15%. 


“We’ve got to look beyond that 3% 
or 4% to another segment,” he ex- 
plained. “And it bothers us that 
more women aren’t taking to hi-fi. 

“We’re not trying to alienate the 
man from the woman. We’re not 
saying the wife should come into 
the hi-fi store by herself. But we 
do want the man to feel more con- 
fident when he brings his wife into 
the store.” 


What’s ahead? Machin foresees a 
“weeding out process.” 

“There was an abnormal growth 
in the hi-fi industry,” he explained, 
“when you went from monaural to 
stereo. After the conversion market 
was taken care of, there has been 
a drop off. 

“A lot of manufacturers got in for 
the quick dollar and now there’s 
going to be a weeding out.” 

Who will be left? Machin pre- 
dicted that, roughly, there’ll be half 
a dozen significant manufacturers 
left in each component area. 














EGGS COME OFF THE DOO 





a 
a Re OE 


R in the new Whirlpool refrigerators. They are 


held in a portable bin which carries two dozen and fits shelf or crisper. 


DRASTIC DIMENSIONAL REDUCTIONS are shown ‘in comparison of 1961 
compact Whirlpool combo, left, with its 1960 counterpart. Capacity is the same. 




















The Future? It Looks Pretty Rosy 


New home construction will keep 
pace. It was 1.35 million units in 
1960, a drop from 1959, but prob- 
ably will pick up to 1.53 million in 
1961, hit 2 million units by 1975. 


What’s ahead for appliance deal- 
ers? “Electrical World,’ a McGraw- 
Hill publication, gave a hint in its 
annual electrical industry forecast: 
“Consumer expenditure should go 
increasingly for the comfort and 
convenience of electrical living,” 
the magazine predicted. 


Dealers will be aided by these fac- 
tors, the forecast said: 


Birth rate will be up 55 million to 
235.5 million by 1975. 


Household formations, about 800,- 
000 this year, will hit 1.3 million by 
1975. 


And dealers should benefit from the 
development of new electrical prod- 
ucts in the years to come. Manutfac- 
turers will be spending as much as 
$11 million by 1975, .the forecast 
said. New products will make up 
about 12% of sales of manufactur- 
ers by 1963, and if research and 
development continue to grow at 
the present rate, it’s possible that 
more than one-third of sales will 
be new products by 1975. 
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This is basic marketing saa at General 
Electric: to enter a new market only when its prod- 
ucts can bring a basic improvement in value to the 
consumer. 

With Stereo, that time is now. And the differ- 
ence is demonstrable: For example .. . the ““Vacu- 
Magic” cleaner. Here is an exclusive and basic 
contribution to clarity of sound. This ingenious, 
tiny vacuum cleaner, mounted underneath the 
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THE DIFFERENCE IS DEMONSTRABLE! 





cleaning 


aa’ 6 
ALi 


a 
) 4 j i 
re | 


. 





































t+ | 
Tie s 

d j | 

ane 

















- 


tone arm, draws up dust from the record before 
the stylus can touch it. 

The photo above shows a heavily dusted record 
half cleaned with “Vacu-Magic.” The micro- 
photos show you the record grooves themselves 
before and after cleaning with ‘“Vacu-Magic.” 
Obviously, the dust-free grooves will give the 
cleanest sound. 

Clean, distortion-free sound is more important 


Microphotograph of grooves cleaned by the “ 


i 


NYO) We vacuum clean the records as they play in General Electric Stereo 


Vacu-Magic”’ 


Sweeper 
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than ever with General Electric’s new, exciting 
Resonance feature. And you can demonstrate 
this by having your customer sprinkle cigarette 
ashes on the record. Then let him watch the 
““Vacu-Magic” cleaner clean it up as the record 
revolves. 

This is the “demonstrable difference’’ General 
Electric retailers enjoy. You can hear it. You can 
see it. You can sell it! saaS, 
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RESONANT STEREO 


Progress /s Our Most Important Product 
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Audio Products Section « General Electric Company « Decatur, IHinois 








How is your TV business? 


SYLVANTA 


share of industry sales 








Big things are happening at Sylvania. During 1959 Sylvania achieved its biggest share of 


television industry sales. It was also the best year in history for Sylvania dealers. 


As you can see in the 
chart shown at left, 
Sylvania share of TV 
industry sales for 
1960 to date is up 
18.9% above 1959. 





SHARE OF 
INDUSTRY SALES 











During July and August 1960, Sylvania 
share of TV industry sales climbed 
28.7% over the same period of 1959! 


All percentages based on verified EIA 
figures issued September 27, 1960. 

Why is Sylvania moving up? 
First, and most important to dealers, 


Syivania pricing is right and Sylvania 
profit margin is right. 

In a recent independent survey of dealers 
from coast to coast, Sylvania was voted 
NUMBER 1 FOR PROFIT among five 
leading national brands. 


Second, Sylvania gives you “first” features 
to sell. Last year we led the industry with 
the first full-line squared 23” tube with 
shatterproof safety-screen. This year 
Sylvania leads again with the first full- 
line reflection-tree TV in 19” and 23” 
sizes in consoles, table models and those 


Sylvania slim and square portables. 


Opportunity for you 
How are your appliance and TV sales? 
Are they up as much as Sylvania? Even 
more important, how are your profits? 


Join the swing to Sylvania and swing to 
greater profits in TV, in Radio and in 
Stereo High Fidelity sets. 


Have you heard? 


In radio, Sylvania share of industry sales 
is up 26.4% over last year. In Stereo- 
Phonos it’s up 23.2% over last year’s 
share. Are you getting your share? 


Of 5 leading TV brands, dealers rate 


SYLVANIA FIRST FOR PROFITS! 


Sylvania Home Electronics Corp., Batavia, N.Y. 


YLVANTA 


subsidiary of GENERAL TELEPHONE & ELECTRONICS 
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YOUR personal BUSINESS MORT FARR says 


“T’ll put a few freezers in 
your lobby. It'll be a ter- 
rific tie-in, Alec .. .” 
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Selling to minors can mean trouble if you're not familiar with the Thi re 
law and how it protects what it calls "infants." "For instance, in many Re} This Industry 
States, tho courts would allow a minor to buy products from you, use Is *‘Sick”’ 
them and Still get his money back. 

But We May Be 
| Recovering 





Though the laws may differ slightly from region to region, here's a 
rundown on on the | general rules which the courts will uphold. To be sar safe, 


check your State laws to see how closely they follow these patterns. 








Usually, a minor or "infant" is anyone under 21. But some states have 
statutes that set different ages or conditions for deciding who's a 
minor. For example, some states say girls become of age at 18, or boys 








Now that. we Have stumbled on the thresh- 
old of the Golden Sixties, perhaps we can be 








and girls reach adulthood—in the eyes of the law—when they marry. glad that we learned our lessons now and not 
later. A lot of good can come out of the les- 

The general rule that's important to you as a retailer is this: A minor sons learned this year. We know for sure that 
may void or disallow (duck out of) any contract of sale he has made. If even when people have money, they also de- 








cide when and where to spend or save it. If 
the television and appliance industry is going 
to get its share of the consumer’s dollar, it is 


he wishes to carry out that contract, to go ahead with the 5 purchase, 
the adult seller must complv- 




















Some states have statutes that say contracts made by minors over 18 going to require the cooperation of all of it! 
must be carried out (can't be ducked) if the contracts are reasonable ¥ RS Ee 
and if they are connected with some business that the minor is engaged in. There is no doubt that we are a “sick” industry. 
Our morals and our standards are at an all-time 
If the general rule seems harsh, you have to realize that it was set up low. There is distrust on all sides. We have lost 
to protect people who, because of their tender years, are considered faith in each other and the public has lost faith 
unable to look out for themselves. But, lawbooks often point out, the in us. Our advertising has not only lost its ap- 
laws protecting minors are intended as "shields" for youth, not peal; the public no longer believes our claims 
"swords" to be used against adults who are acting in good faith. That's of bargains and savings. It is no credit to our 
why there are refinements of the general rule, depending on the kind industry to know that we sold almost twice as 


of goods the minor has bought. Again, these refinements may vary many refrigerators in 1950 as we will in 1960. 
slightly from state to state. And courts may interpret them differ- Our TV dollar volume will likewise be about 


ently depending on the facts of the case. But, generally, the rules 50% less than it was 10 years ago. We enter the 
run like this: 1961 model year with terrific stocks of air con- 


ditioners and confusion over how to move the 
Although a minor may duck out of his sales contracts, he can't always old models. 
avoid paying the merchant ; anything. Whether or not he pays dépends 
on the kind of goods involved. If the item bought was a "necessary," 
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It is regrettable that the government has had to 


the minor is liable for the reasonable value of it—not the list price take action against certain practices in our in- 
or even the sales price, but the price the court decides is a fair one. dustry. Earl Kintner, chairman of the Federal 

Necessaries are those things needed for life, for instance food, Trade Commission, not only promises rigid en- 
shelter, medical attention, education and tools used to make a liv- forcement of present laws to protect the public 
ing. The courts have the final say on whether an item is or isn't a from fraudulent and deceitful advertising, but 
necessary. has threatened that if we don’t clean up our 


industry, we are going to get more drastic laws 








If the item is a non-necessary, the minor may disallow his contract that will be less flexible and harder on business. 
and, in many States, recover in full what he paid the merchant. Courts While the consumer press has not been very 











generally require him to return the item. And some of them hold that flattering to our business, much of the criticism 
has been deserved. The stories about our large 


he must pay the merchant for wear and tear. But some rule the other : = : : 
way: They allow him to recover in full even though he has destroyed or inventories and declines in sales have hurt us, 


lost the item. Again it's best to check the laws and court decisions but the press can only publish the facts. It is 
in your state. time we did something constructive that merits 


their praises and support. 









The best rule—in any state—is to deal with the minor's parents or 
guardian. That way you'll be operating under general contract law. 











There are some hopeful signs. Those dealers 
still around are more seasoned, less cocky and 
more anxious to learn more about management. 
Manufacturers have recognized the need for 
































Between The Covers: If you have trouble straightening out your sales training and management training and 
thoughts and getting them down on paper, Rudolf Flesch's How to Write, many have instituted programs that should help 
Speak and Think More Effectively (Harper's, $4.95) is a one-stop step us if we participate in them. Distributors have 
to easier communications ...Agood example of Flesch-type straight- finally realized that strong dealers are their 
talking writing is Gilbert Tucker’ Ss Your Money and What to Do With It greatest asset, and at least some are cooperating 
(Devin-Adair, $3.50), which could serve as anything from a little old in factory plans to help the dealer. There is a 
lady's coupon-clipping guide to an economics textbook for college great opportunity for distributors to inaugurate 
graduates who never took an economics course. Init, Tucker explains , plans that move more merchandise through the 
simply the business of business. dealer rather than to him. 






Our financial institutions have been most 
helpful in assisting dealers in financing not only 
consumer paper, but in extending terms to carry 
inventory through floor plans and the like. 

The recent AHLMA trade practice rules and 
code of advertising, while still short of the ulti- 
mate, is a step in the right direction of industry 
cooperation. 













The one big thing that. makes me feel that 
shortly our industry wii be more united in its 
efforts is response and participation in the 
“Wanted—Your Old Refrigerator” campaign, 
just about to get under way. This joint effort 
was sponsored by NARDA and “The Saturday 
Evening Post,” and was designed to help move 
the refrigeration inventory that exists at ail 
levels. It was a plan that needed fast action and 
our manufacturers were quick to recognize the 
need for a coordinated effort 

There is one other important segment of our 
industry which I don’t think has measured up to 
what was expected of it. This is the utilities. 
When we sell an appliance we give them what 
amounts to an annuity for the life of it. Next 
month I shall discuss where I feel utilities have 
failed and what they might do to help more. 










































































LETTERS i 


EM Week welcomes expressions of 
opinion from its readers for publi- 
cation, subject, of course, to final 
editing and approval by editors. 


— 


Texans Are Pleased 


Editor, EM Week: 

Thank you very much for the 
article about our company on page 
10 of your current Electrical Mer- 
chandising Week. 

We certainly appreciate this and 
are enclosing four current colored 
brochures showing our 1961 line. 

Would you be so good as to send 
us 150 copies of your Electrical 
Merchandising Week dated Oct. 10 


containing the article mentioned 
above and bill to us at your regular 
price? 

E. M. Long 

Vice President in Charge of 

Sales 
Curtis Mathes Mfg. Co. 
Dallas, Tex. 


Karts Draw Interest 


Editor, EM Week: 

Have noted with interest your ar- 
ticle on karting in the Oct. 17 issue 
and note also the article indicates 
you may have further information 
on application thereon. 

Would appreciate any specific in- 
formation relative to the progress 
of this industry. Our interest cen- 
ters in the export representation, 
although we must use the informa- 
tion relative to progress in America 


in such sales work and, therefore, 
any releases you have in this con- 
nection will be appreciated. Have 
also written to U.S. Kart Assn. as 
suggested in your a:ticle and look 
forward to hearing from you. 

H. Hartmann 

A. J. Alsdorf Corp. 

Chicago, Ill. 


Editor, EM Week: 

Will you please send us complete 
information on sources of karts? We 
would be particularly interested in 
those manufacturers who ship di- 
rect and maintain their own sales 
organizations. 

O. H. Morgan 
Canton Hardware Co. 
Canton, Ohio 


The information requested is being 
sent these and other inquirers. 
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Hand-wired amplifier chassis that’s transformer 
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New Pentron Astra-Sonic I] tape recorder is 
backed by a full year’s warranty on both parts and labor 


No headaches when you handle the new Pentron 
Astra-Sonic II tape recorder. Sell it with both 
confidence and profit. Your customers can depend 
on superior, trouble-free performance. A full 
year’s warranty on both parts and labor says so. 
The Astra-Sonic is the most reliable tape recorder 
in the $200 price class. You have more to sell, 
your customers get more for their money. Here 


PENTRON SALES CO., INC. 


tron Electronics Corporation, 779 South Tripp Avenue, Ct 
Exclusive Distributor Franchises available. Write for details. 


wp 


powered to guard against shock hazard and elimi- 
nate hum e 4-pole, self-induced motor that mini- 
mizes “wow” and distortion « All wood cabinet 
scientifically baffled + Pentrodyne 20-ounce fly- 
wheel that’s statically and dynamically balanced 
before installation « Pentron manufactures every 
mechanical part to the most exacting specifica- 
tions. See your Pentron distributor. 

Model AR-62, monophonic. 

Model AR-62S, stereophonic. 
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Giant Dealer meeting every Monday As more and more manufacturers 
are discovering, the industry’s biggest and most effective Dealer meeting is held every 
Monday-—in the well-read pages of EM Week. No banners, no badges, no speeches. Just 
bedrock communication with your Dealers, with Dealers everywhere in the big, broad 
base of this business. It’s a sales event you shouldn’t miss, when it’s so easy for you 
(and your competitors) to be there. Bring your information and guidance to the world’s 
largest, best attended Dealer meeting, every Monday, in EM Week... bought and read by 
more Dealers than any other appliance—radio—TV—housewares publication! 


ELECTRICAL 


MERCHANDISING, WEEK 


cGraw-Hill Publication 


DEALER MEETING © 


OCTOBER 31, 1960 





FOR I96I...NEW DIMENSIONS IN TV PERFORMANCE 


SELL 











RCAVICTOR 
O3 ic TV 


23" TUBE (OVERALL DIAG.)...282 SQ. IN. PICTURE 








WITH EXCLUSIVE 


New Vista Tuner 


The most powerful tuner ever built by RCA VICTOR 
boosts picture-pulling power as much as 45% 
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Tis Fat L, take the easy road to peak TV profits styling, too: handsome Veri-Thin table TV . . . swivel base 
—sell the TV line that gives you more to sell! More console TV . . . lowboy TV with 3-speaker Panoramic side 
picture . . . more picture-pulling power . . . more of TV’s most speakers, natural fabric panelling, fold-away doors . . . home 


modern advances! 

Sell RCA Victor’s all-new 23” Full-Picture TV . . . the 
only full-picture TV line that offers the revolutionary sales- 
making performance of RCA Victor’s exclusive ““New Vista” 
luner—the newest, most dramatic, most sellable improvement 
in TV performance since the aluminized picture tube. 


Sell exclusive “‘New Vista” performance . . . and sell 


entertainment centers with Total-Sound Stereo and AM/FM 
radio—all master-crafted by RCA Victor to fit every cus- 
tomer need, match any home deceration style! 

Sell performance and styling—and sell RCA Victor’s 
world-famous reputation for quality! Sell the TV line that 
offers more . . . sell new RCA Victor 23” Full-Picture TV 
with exclusive ‘“‘New Vista’ Tuner! Tmks® 


ELECTRICAL MERCHANDISING WEEK 


THE SENSATIONALTV ADVANCE 
THAT GIVES UNSURPASSED 
RECEPTION IN ANY LOCATION! 








THE EDGEWOOD = 2s =e THE HILLCREST 
Series 231-BER-62 inna : Series 231-DE-66 


THE PRINCETON 
Series 231-DE-67 


ELL... More Picture! 


Sell the new squarer, wide-angle Full-Picture Tube that shows more 
picture from corner to corner . . . does away with wasted picture 
outside the edges of the TV screen. Customers get a full 282 square 
inches of viewable picture pleasure—20 square inches more picture 
than with conventional 21” tube TV! You get bigger profits! 
Another “‘plus”’ selling feature is the safety glass: it’s bonded to the 
tube face. Tube face can’t get dirty—to clean safety glass, simply 
wipe with a cloth! 


ELL... More Picture- 
Pulling Power! 


When you sell the exclusive RCA Victor ‘“‘New Vista” Tuner, you 
sell the most powerful tuner in RCA Victor history—up to 45% more 
picture-pulling power than ever before! And you sell to a bigger market: 
this amazing new tuner even pulls in a picture in many locations 
where no picture was possible before! Customers get unsurpassed 
picture in any location . . . clearer reception . . . dramatically im- 
proved performance in all “‘fringe” and other difficult signal areas. Sell 
it... and see the difference in profits. 


THE MASTERSON 
Series 231-DE-72 











ELL... More of TV's most THE GILBERTSON 


Modern Advances! 


Sell the top-performance, top-quality features that make RCA Victor 
TV a bigger value than ever before . . . the modern TV engineering 
advances that help close sales! ‘‘New Vista” Tuner . . . super bright- 
ness... new chassis power . . . Security Sealed Circuits . . .“‘Wireless 
Wizard”? Remote Control . . . 4-way picture stabilizers . . . bonded 
safety glass . . . Automatic Channel Equalizer . . . One-set Fine 
Tuning . . . even color T¥V—many of these advances are found in 
every RCA Victor TV model! Only RCA Victor offers them all for bigger 
sales and profits! 


The Most Trusted Name in Television 


THE TOWNSEND 
RADIO CORPORATION OF AMERICA 


Series 231-DE-75 
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. . . says Bill Locus, president of Smart Living 
Kitchens in Rochester, N. Y. All four of the firm’s 
approaches are designed to lead to the sale of a 
complete kitchen—and all together they will pro- 
duce a volume of $250,000 this year 





“We're interested in the complete sale. But 
we’ve found that we can make four roads lead 
to the same destination,” says Locus. 

“Some customers come into the store and you 
can see immediately that they are interested 
in the complete remodeling job. 

“Other customers want to do their own in- 
stallations or their own subcontracting. 

“Still others, for any one of a dozen reasons, 
just want partial remodeling. 

“And there are other customers who think 
they want just new flooring in their kitchen, but 
who frequently can be sold on the idea of a 
more extensive remodeling job. That’s why 
we've developed a program that tries to make 
each of these four types of customers end up at 
the same junction—with a complete, custom 
kitchen.” 


Locus has a good background to implement his 
ideas. He attended Ohio State School of Archi- 
tecture, then worked, for three years, for a 
woodworking and cabinet firm in the area, 
building up their kitchen line. His store has 
four thousand square feet of display space. 
Eight complete kitchens highlight the interior 
decor, incorporating many innovations and lay- 
outs. For example, Locus is a great exponent 
of angled soffits. He has inaugurated a new 
trend, in the area, by offering plastic laminated 
angled soffits to match the countertop, and 
charges an additional $150 for the innovation. 
The rear twenty feet of the store has been sep- 
arated from the displays, and a senarate floor 
covering department has been installed in that 
area 

On the basis of projections from the last 
quarter of 1959 and the first quarter of 1960, 
sales volume this year should top the quarter 
million dollar mark. 


“For the customer who wants a complete re- 
modeling job,” says Locus, ‘‘we offer complete- 
ness in every detail. We have the largest show- 
room in the city, and we have more displays 
than any other dealer. Our displays are high- 
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end ones, incorporating the latest design trends. 
We base our merchandising approach for the 
complete remodeling job on our showroom. We 
won’t go down to the customer’s house until 
that customer has been to our showroom. We’ve 
set aside a separate consultation room for this 
purpose, with multi-colored wall panels and 
acoustical ceiling and comfortable seating ar- 
rangements. What we’ve tried to do, is to make 
customers feel, when they look at our displays, 
that one of them is exactly what they want in 
their house. It saves a lot of time and trouble if 
you can focus a customer’s desires in one 
direction.” 

All installations are done by the firm’s own 
crews. Locus points out that complete remodel- 
ing customers want assurance that the firm they 
selected will do the work, in the same quality 
manner in evidence in the showroom, and at 
other installations in the houses of customers 
the salesmen have taken them to. From the 
management standpoint, installing isn’t cheaper 
but it makes for better coordination and higher 
quality. 


The second face of Smart Living Kitchens is 
the do-it-yourself or contract-it-yourself ap- 
proach. The firm offers free designs and free 
plans. In this facet of the operation, manage- 
ment is interested only in selling the cabinets 
and equipment. Salesmen get the same com- 
missions they would get for a complete re- 
modeling job with the firm doing the installa- 
tion, so it is not difficult to get them to exert the 
same type of selling effort they would for any 
other complete remodeling job. Smart Living 
Kitchens even goes one step further, and offers 
supervisory and follow-up service to this type 
of customer. 


The third approach at Smart Living Kitchens 
involves “partial”? sales—just cabinets, or match- 
ing some cabinets to existing ones, or new 
pieces of built-in equipment. These may total 
$700 or $800 contrasted to a $3-4,000 tab for a 
complete kitchen. But the margin of profit is 








at Kitchens’ 


just as big in a segment sale as it is in a com- 
plete kitchen sale. Furthermore, the firm places 
a lot of emphasis on selling extras, whether 
it’s extra remodeling in a partial sale, or more 
expensive equipment in a complete kitchen 
sale. 

At Smart Living Kitchens, follow-ups are 
standard operating procedure. Even in the short 
time the firm has been in existence, many of 
the partial remodeling sales have ended up in 
complete kitchen sales. 

There are many customers, Locus points out, 
who like the idea of buying only part of their 
new kitchen at first. Maybe they don’t have the 
capital available or don’t want to engage in 
heavy financing. Maybe they want to see what 
type of work the firm can do before they go 
ahead with the complete job. Maybe one of the 
pieces of equipment in their old kitchen is in 
dire need of replacement, and they figure that 
it’s better to start with the idea of a complete 
remodeling, than to buy an upright instead of a 
built-in. That’s why it’s important for the 
kitchen dealer to follow through on partial 


sales. 


The final face of Smart Living Kitchens is that 
of a floor covering dealer. Locus carries good 
lines, and has used the sample approach in set- 
ting up his showroom. He has allocated a sub- 
stantial portion of the firm’s advertising budget 
to floor coverings alone, with the idea of build- 
ing up, in the minds of area residents, the 
identification image that he is a floor covering 
specialist. 

As a result, many people come into the store 
just to buy floor coverings, which, in itself, 
means $40-50,000 extra sales volume a year. But 
more important, many of these customers want 
kitchen floor coverings, which is an ideal entree 
into the complete remodeling job. It gives the 
estimators a chance to note the condition of the 
prospect’s kitchen, and to work up a plan for 
complete remodeling. It exposes the customer 
to the kitchen displays, and fosters their de- 
sire for other kitchen items. 
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1. COMPLETE REMODELING handled by store’s own 
crew constitutes Smart Living’s first approach to 
the kitchen market. In such cases there ts no ques- 
tion but that the firm will handle the entire kitchen. 


FLOOR COVERING customers provide invaluable 
leads for kitchen remodeling jobs. Couple interested 
in new kitchen floor, for example, can be stepped 
up to complete remodeling job. 


Four Roads To a Single Objective: A Complete Kitchen Sale 


a STEP AT A TIME remodelers often come to Smart Living simply to buy new cabinets, 
new sink or countertop. But careful follow-through can often convert such sales into 
complete installations. 


4. DO-IT-YOURSELF constitute a second market for Locus 
He’s glad to sell them what they want, finds that on oc- 
casion they decide to let the store firish the job. He'll 


also sell equipment to contractors, often winds up with 
the kitchen the contractor started. 
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Craftsmen with American 
Quality Components 
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World’s Greatest Radio Traffic- 


_ Here it is! Only $9.95! This quality-value sensation s 
heads Admiral’s big full-line Christmas promotion... helps: 
you “wrap-up” the gift radio business in your siete transi $44.95 
set tone and performance! Powerful superheterodyne cir- (C) Model 2101, 7 transistors, $29.95; on "Model ¥2127, 
cuit. Hi-gain I-F amplifier. Wide-cone Alnico 5 speaker. — 8 transistors, $49.95; (E) All World®, Model Y909, 9 tran- 
Model ¥2999 in Charcoal, $9.95. Slightly higher in Dove ¥ sistors, $275.00. Plus 3 more portables and 9 table-, clock- 
White, Harvest Yellow and Turquoise. i and FM-AM radios headed by those illustrated below. — 


RICE Va 


Admiral goes all out...gives you the quality products... gives you the promotion... 
helps you to “wrap-up” the Christmas radio business in your market! 


Deluxe Clock Radio, Deluxe AM Table Model Radio, New FM Table Model Radio, New FM-AM Table Model Radio, 
Model Y3051, $39.95" Model Y3021, $29.95° Model Y3083, $29.95 Model Y3071, $59.95" 
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Big National Newspaper Campaign! — 
Saturation coverage starts week of December 4 in all major 
market newspapers! Kicks-off with the dramatic 1590-line 
















“shopping guide” advertisement shown above—timed to 4 promotion! Everything has =. expertly d 

strike at the peak of the big holiday selling season—geared I attract attention. idee tihepes < ondipsc pan 
to sell Admiral all the way! Features Admiral’s great $9.95 _ that adds up to extra-volume, extra-profit Christmas sales. 
traffic-builder, plus other models in Admiral’s fast-moving 2 Never before such a complete and coordinated program to 






transistor and tube radio lines! | help you build holiday business! 










Go big! Go Admiral...it’s the quality radio line that records show has been selling 
over six times faster than the industry average! Call your Admiral Distributor today! 












90-DAYS FREE SERVICE on parts and labor on all Admiral radios! 





*Prices slightly higher south and west 





MARK OF QUALITY THROUGHOUT THE WORLD 


ADMIRAL 
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ANNOUNCING NEW ‘active al/ FROM LEVER BROTHERS 


New 


active 


wit h © New “Active” ingredi- 
ents plus Controlled Suds 
we _ give greater cleaning pow- 


| teil] | if er. Safe for all fabrics, all 


i] machine cycles. 


A 


NeW @ Famous Controlled 
i 'Uy Suds guard against motor 
strain, messy over-suds- 


f ea Nn | fe ing. Cut down on warranty 


service calls, help protect 
customer good will. 


if { )i ip if 
| It JWI ® New free-pouring 
granules and faster solu- 
bility, due to spray-dried 
process. Whiter, and 
pleasantly scented, too! 


® New lower prices. 


Offer a case of two 20-lb. cartons of ‘Active’ 
all as premium or to swing a customer from a 
low-end to a high-profit model. Or split a case 
and halve your cost by offering ONE 20-Ib. 
: | ' | carton to clinch other sales. Order free ‘Big 
Waeh PY pial Supply” window trim. 
Use the a// 24-0z. packages as give-aways to 
tp noose! build store traffic. Also use this size in washer 
demonstrations for best machine performance. 
Order free ‘‘Single Package” window trim. 


washer As the Dealer Salesman’s column says, in 


Electrical Merchandising Week: 
CQ lec | ‘‘Something for nothing is what they want! 
7 / learn it does not take an over-large gift... 
a free pair of rabbit ears can sell a three- 
hundred-buck TV, and a couple of boxes of 
detergent can often wrap up a washer sale.’’ 


USE THIS HANDY ORDER BLANK! “a 
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LEVER BROTHERS, DEPT. NO. 558/16, 390 PARK AVENUE, NEW YORK 22, NEW YORK 
TERMS: 
1. all 24's—$8.60 a case. Please ship me the following cases of New ‘‘Active’’ all, freight prepaid. Bill open account. 
2. a// 2's—$8.50 a case. Cases of a// 24's. (Twenty-four 24-0z. packages per case.) (| Free package mat. 


3. Each less $2.50 advertising 
allowance per case—deducti- [ , ” os ' 
ble from invoice. ] “ate Supe” window tm. 


7 P P e 
“Single Package” window trim. 
Cases of a// 2's. (Two 20-Iib. cartons per case.) . - = = 


4. Minimum order—3 cases. Name 


5. Ship freight prepaid—we 
will bill open account. Firm 


6. Not for resale—for promo- : . Firm Address 
tional use only. Prices subject 
to change without notice. City_ 


Signed: state sos eee ae Te /_ Se a 
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NEW 


PRODUCTS 


FEATURES THIS WEEK 


Frigidaire 1961 appliance lines e G-E knife sharpener 
e Norge dry cleaner e Toro mower line e Zenith 


all-American transistor radio e 


RCA Whirlpool 


“Blanket-O-Flame” gas surface unit 


elle 


FRIGIDAIRE 


Air Conditioners 
Frigidaire’s 1961 line of 10 basic air 
conditioner models are designed for 
3 types of home installation: bedroom, 
living-family room, or multi-room. 

For bedrooms, Frigidaire has units 
available with capacities from 6,000 
to 9,000 Btu for average areas from 
270 to 385 sq. ft. For living room units 
from 8,300 to 12,000 Btu for areas 
from 345 to 500 sq. ft. High capacity 
units, from 10,000 to 19,000 Btu to 
cool several rooms; areas to 790 sq. ft. 

All are designed to fit a uniform 
front opening of 16x26 in. Some mod- 
els are 18% in. deep, others 27 in. All 
can be installed quickly with a “do-it- 
yourself” kit. 

Additional accessory kits are avail- 
able for wide windows, jalousies, 
awning-type windows and through- 
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the-wall. The units have a Dehumidi- 
coil providing moisture removal, cen- 
trifugal cooling fans, rubber mount- 
ings for compressor and insulation. 
Draft control air circulation and re- 
movable, washable filters are other 
features. All but 1 has thermostatic 
control, fresh air intake, and a 3- 
speed fan. Two reverse cycie “All- 
Seasons” models are also available. 
Prices, from $219.95 to $509.95. Frig- 
idaire Div., General Motors Corp., 
Dayton 1. 





FRIGIDAIRE 


Mobile Dishwashers 

Two new top-loading mobile dish- 
washers, Super and Deluxe, are an- 
nounced by Frigidaire. 

Deluxe has extra-large capacity 
and will handle standard NEMA 
place settings for 12 in a single load. 
The unit provides: a choice of dou- 
ble or single washing cycles. Wash- 
ing action includes _ pre-rinse-flush 
plus 3 additional rinses. There are 
dual automatic detergent dispensers 
and a 900w heater. The automatic 
cycle can be halted at anytime to add 
dishes. There are 2 silverware bas- 
kets and the upper rack folds back 
for easy loading. Super model has 9 
NEMA place settings capacity. 
Prices, Deluxe, $199.95; Super, $174.- 
95. Frigidaire Div., General Motors 
Corp., Dayton 1, Ohio. 
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GENERAL ELECTRIC 
Sharpener 


A k.if*. scissors and pencil sharpener 
in a self-contained unit is announced 
by General Electric. 

The new sharpener, NS-1, is a com- 
pact 6-15/16 in. long, 3% in. wide, 
and 3-5/16 in. high, weighs 3% Ilbs.; 
can be stored in a drawer. 

It will sharpen any standard size 
household knife to flat-ground edge, 
and any standard size scissors to a 
hollow-ground edge. Magnetic knife 
guides help hold knives in correct 
sharpening position. A shelf on the 
case guides scissors blades for correct 
sharpening angle. 

The pencil-sharpening disc will 
sharpen any standard size pencil au- 
tomatically, and a removable pencil 
shavings catcher is designed for quick 
and easy cleaning. 





A sharpening wheel guard, remov- 


able for cleaning, protects hands 
and fingers from spinning sharpening 
wheel, and the sharpener’s chrome 
steel legs are rubber-tipped to pre- 
vent marring counter surfaces. Styl- 
ed in light beige and white. 

Price, $19.95 General Electric Co., 
Housewares Div., Bridgeport, Conn. 
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FRIGIDAIRE 13-CU.-FT. REFRIGERATOR 
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FROST-PROOF REFRIGERATOR-FREEZER 


FRIGIDAIRE 1961 Refrigerators and Freezers 


Fourteen refrigerator and 9 freezer 
models are included in Frigidaire’s 
1961 line. Frostless freezing is avail- 
able in 5 refrigerator-freezer models: 
3 Imperials with 13 and 15 cu. ft., 2 
13-cu.-ft. medium-priced Deluxe mod- 
els, plus 3 upright food freezers in- 
cluding a 12-cu.-ft. Deluxe. 

Frost-Proof freezing eliminates de- 
frosting, provides more frozen food 
storage. The Frostless 15-cu.-ft. com- 
bination holds up to 21 more food 
packages than a conventional unit of 
the same size. 

For small kitchens, apartments and 
mobile homes there are 3 11-cu.-ft. 
refrigerators included. 

Prices, Refrigerators: Super SA-9- 
61, $189.95; 9 Deluxe models from 
$199.95 to $519.95; 4 Imperials from 
$449.95 to $699.95; Freezers, 6 Deluxe 
uprights from $199.95 to $499.95; Im- 
perial upright, $539.95; Chest models, 
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FROST-PROOF UPRIGHT FREEZER 


$299.95 and $409.95. Frigidaire Div., 
General Motors Corp., Dayton 1. 
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FRIGIDAIRE 1961 Ranges 


Cleanability is the keynote of the 
1961 line of 11 free-standing ranges 
in 30- and 40-in. sizes. Seven models 
feature ovens that pull out like a 
drawer so the sides, bottom and back 
wall can be wiped off without stoop- 
ing or kneeling. Automatic oven 
switch knobs also pull off so back 
panel can be wiped clean, and a high- 
wall broiler grille eliminates spatter 
while broiling. The illuminated high 
back panel on top models is styled in 
blue-black aluminum and glass. 

Two custom Imperials, the Imperial 
40-in. and a Deluxe 30-in. are avail- 
able in color. Custom Imperial 40 and 
Custom Deluxe 40 have double pull- 
out ovens. 

Prices, from $199.95 to $559.95. Frig- 
idaire Div., General Motors Corp., 
Dayton 1. 





SONIC Phono 


Sonic No. 1201 portable stereo hi-fi 
has a tan and white pyroxylin case; 
detachable hi-fi lid speaker; 12-ft. ex- 
tension cord; 4-speed V-M changer; 
dual sapphire needles; dual stereo 
amplifier; 8w output. Sonic Industries 
Corp., 19 Wilbur St., Lynbrook, N.Y. 


























RCA WHIRLPOOL “Blank- 
et-O-Flame”’ Surface Unit 
A new concept in cooking units is an- 
nounced by RCA Whirlpool. 
“Blanket-O-Flame” drop-in surface 
burners receive ideal amounts of air 
for particular cooking jobs by an au- 
tomatically controlled fan enclosed in 
the range. Since the required air sup- 
ply comes from within the burner it- 
self, all burners are tightly sealed in 


the burner pan. Gas mixed with air 
for proper combustion moves out the 
side of burner where it is ignited. At 
the same time more air is forced up 
the central part of burner and moves 
out horizontally above flame, resulting 
in a gentle “blanket” of air cushion- 
ing the heat and distributing it even- 
ly across any shape pan for all-over 
cooking without hot spots. ; 
The right front burner with a new- 
ly developed thermostat control is a 
true “Magic-Flame” burner with-a- 
brain. Lift off gates, easily removed 
tilt-top controls, infinite heat control, 
chrome or colored 1-piece burner pan, 
individual pilots for each burner and 
easily removed burner tops are other 
features. When not in use, the disc- 
shaped tilt-top controls lie flat, flush 
with top of control panel. Available 
in yellow, pink or copper. RCA 
Whirlpool, St. Joseph, Mich. 





ARVIN Demonstrator 


A 120v baseboard electric heater 
demonstration unit is offered to its 
dealers and distributors by Arvin. 
Designed to show operation of the 
safety limiting thermostats which 
turn off the heaters when air flow 
openings are obstructed, the demon- 
strator is 3 ft. long, comes complete 
with plug-in cord, end caps, pilot 
light. Arvin Industries Inc., Colum- 
bus, Ind. 





AGAIN GraybaR 
HELPS YOU SELL 
THE FINEST... 


Once more Graybar leads in promotional aid to the 
with two top presentations — 
1 — “America’s Finest Electrical Gifts”, 


dealer — 


the first edition 


available to you in a still more useful format. 
Serving a national network of manufacturers and 
dealers, Graybar sponsors these sales-producing guides 


of a unique dealer-to-consumer promotion created espe- 
cially for Graybar Electric Company, and featuring the 
most wanted electrical appliances brilliantly photo- 
graphed in full color. 

2—the complete “Graybar Housewares Catalog’, for 
years widely popular with successful dealers and now 


GraybaR 


as part of its continuing program to improve the distri- 
bution of electrical appliances, and to develop more 
volume... more profits for all. 

Next time you’re talking to your Graybar salesman 
ask him for information on other special Graybar 
merchandising aids. 


IN OVER 130 
PRINCIPAL CITIES 


GRAYBAR ELECTRIC COMPANY, INC., 420 LEXINGTON AVENUE, NEW YORK 17,N. Y. 
ELECTRICAL MERCHANDISING WEEK 


22 





TORO Announces 1960-61 


Mower Line 


New safety features, a newly design- 
ed grass bagging chute that is 122% 
larger and reduces clogging, and an 
increased power-to-weight ratio for 
easier handling in 3 new Whirlwind 
rotary mowers are features of the 
1960-61 Toro line. 

Toro had added a new 21-in. Whirl- 
wind rotary implement, a 22-in. til- 
ler unit and a new Snow Hound that 
clears a swath to 21 in. wide. 

Most important of the safety fea- 
tures is a patented safety-spin-start 
available on the 21-in. Whirlwind and 
Pow-R-Drive models. It is optional on 
the 19-in. model. The _ operator 
can crank the motor with this de- 
vice, but cannot start it until he is 
behind the handle. 

The bagging chute reduces clogg- 
ing, draws up leaves, grass clippings 
and debris at an accelerated rate and 
is effective in wet grass. 

The anti-scalp dish on all Whirl- 
wind rotaries gives 360-deg. protec- 
tion against the blade digging into 
the turf and scalping the lawn. A 
new air cleaner features a snap-on 
container permitting the operator to 
clean the unit in gasoline without 
disassembly. The crankshaft is short 
and stronger. New height-of-cut ad- 
justments range from % to 3 in. 
Prices, the 19-in. Whirlwind rotary 
with recoil starter, $89.95; with safe- 
ty-spin-start, $94.95; the 21-in. model 
including safety-spin-start as stand- 
ard equipment, $99.95; with Pow-R- 
Drive, $149.95. The power handle unit 
prices are 21l-in. Whirlwind rotary, 
$89.95; 22-in. tiller, $99.95; 17-in. 
hand-propelled Snow Hound, $84.95; 
17-in. Snow Hound _ self-propelled, 
$114.95; new 21-in. Sportlawn, $79.95. 
Toro Mfg. oe erent Minn. 


21-IN. WHIRLWIND 


783-b TORO SNOW HOUND 
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Westclox’ Deluxe Travalarm, gold or Duo-Larm starts with a steady buzz Revere has added 2 new saucepans of design and brilliant finish are fea- 
silver metallic non-breakable case, and converts to a normal bell tone. to the designers’ group line. An open tures of this cookware of copper 
has white or gray trim, sliding front, One winding takes care of clock and 1-qt., $4.99, and a 1%-qt. with cover, bonded between 2 sheets of stainless 
easel back, shatterproof crystal. A alarm. Price $9.98. $8.25. Sheer, straight sides, simplicity steel. 


NON-ELECTRIC 

HOUSEWARES 

FOR FALL AND 

CHRISTMAS —_ ) 
MERCHANDISING Manche isiciea TN HER aa: deaieeue ae 


cookware by Ekco contains basic items as “first tic trim, easy-over covers with han- 
cookware purchase” for newlywed or experienced dle at side, vapor-seal and fuel-saver 
user; 8-piece set, $27.95. in cover. 


Revere stainless steel mixing Cory “Fantasy” custom glass Newest addition to Ekco’s 
bowl set in 1-, 2- and 3-qt. percolators in 3 sizes are large family of kitchen tools, 
sizes has been added to the decorated with a band of this budget-priced line has 
Revere Ware line. This spe- fired-on white enamel with  color-coordinated sandalwood 
cial Handy Bowl set offers a charcoal and 22k gold design. handles, gold-flecked white 
lifetime of chipproof use. All have Taste-Guard bas-_ tip. Gift-boxed 8-piece set is 
Borg “Venus” stand-up scale takes less than 4 in. floor Sold only as a set, No. 953, kets. 3-cup, $3.95; 5-cup, $5.95 $3.75; individual tools retail 
space; a handle serves as easel so scale stands alone. Mag- $5.95. and 10-cup, $7.95. from 39¢. 

nified dial, choice of colors, $10.95. 


Anchor Hocking 3-piece Chip-’n-Dip set consists of a Swedish 
modern 4-qt. bowl and a 5%4-in. matching bowl. 


Hanson “Diana” scale has sheer trim lines, chrome Foley Roast-R-Broil has adjustable V- 
handle, stainless steel trim; 3-in. diam. magnify- shaped rack to cradle roasts or fowl; gives 
ing glass; 6 modern colors, $7.95. 360-deg. circulation, $3.98 jr. size 


Lo;  —— 








ADMIRAL TY Sets 


Five California-styled 23-in. sets de- 
signed for the Western market and 
produced on the coast in oiled walnut 
or maple, have 20,000v horizontal 
chassis, multiple speakers; full range 
control. Admiral Corp., 3800 W. Cort- 
land St., Chicago 47. 





ZENITH Transistor Radio 


Zenith announces an all-American 
made _ shirt-pocket transistor radio, 
Royal 50. 

Smaller than a postcard, only 1% 
in. deep, it is built to play at normal 
volume about 75 hrs. on 2 standard 
penlite batteries. With mercury bat- 
teries it operates up to 180 hrs. 

It uses an air dielectric tuning con- 
denser for easier, more accurate tun- 
ing with greater “on-station” stabil- 
ity. It has special Zenith circuitry 
plus the Wavemagnet antenna; AVC 
compensates for variations in signal 
strengths while tuning from station 
to station or when moving from one 
location to another. It has a big, easy- 
dial station selector control; bracket- 
type pointer for additional tuning ac- 
curacy; private listening attachment 
and custom-designed carry case op- 
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tional at extra cost. Nonbreakable 
cabinet in white or black, or in 2- 
tones of charcoal, beige or Chinese 
red with white. Price, $29.95 less bat- 
teries.- Zenith Sales Corp., 6001 W. 
Dickens, Chicago 39. 
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FILL IN THIS ENTRY BLANK 
..- AND MAIL IT NOW! 


Mbeageaslte NTERNATIONAL SALES 


743 N. LaSalle St., 
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GRAND PRIZE 

GRUNDIG- Majestic 
“Stereo-Sixties"’ Console, Model 
SO-190, FM-AM-short wave radio 
with 4-speed stereo phonograph. 
A $619.95 value. 


2ND PRIZE 

TWN Contessa MOTOR 
SCOOTER—Imported from West 
Germany . . . world famous qual- 


ity. A $599.95 value. 


Chicago 10, Illinois * 75 Sedgwick St., 





play it straight, or as 


own headline 


is picture 


GRUNDIG 9 Musestio 
Niki 


ALL-TRANSISTOR PORTABLE 
TAPE RECORDER 

This tiny (11 x 634 x 3\%4") beauty is com- 

pletely battery operated . . . weighs less than 

6 Ibs.! Yet it contains the big features of 

higher-priced, standard-size tape recorders. 


ONLY $99.95 LIST 


win one of 27 prizes! 


What's the girl with the Niki saying? Is it, “ 
was behind the sofa last night!” 
diamonds, George—but leave the Niki.” 

You tell us, in your own words, and you may win one of the 27 fabulous 
prizes from Grundig-Majestic. Limit your entry to 12 words or less. . . 


Got you... you rat! My Niki 


Or is it, “Take back your minks and 


humorous as you want to be. This contest open to 


all dealers and their salesmen in the U.S.A. (even if you’re not a Grundig- 


Majestic dealer). There’s nothing to buy. Winners will be judged on aptness 
of thought and originality 


The decision of the 


judges will be final. In case of ties, duplicate prizes 


will be awarded. All entries will become the property of Majestic Inter- 
national Sales, and none can be returned. All entries, to be eligible to win, 


must be postmarked on or before Nov. 30, 1960. 


NEXT 25 PRIZES 

The sensational GRUNDIG- 
Majestic Niki all-transistor port- 
able tape recorder 
most popular portable! 


. America's 


Brooklyn 31, New York 






OFFICIAL NIKI CONTEST ENTRY BLANK 
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BRIEFS 


A custom room divider with a built- 
in stereo “Victrola” phono and TV 
set on a 180-deg. swivel was recently 
announced by RCA. The 180-deg. 
swivel arrangement permits a TV 
set to be viewed from front or back 
of divider. Standing 6% ft. tall, 5% 
ft. wide and 21 in. deep, the divider 
is constructed of walnut veneers and 
solids with gold anodized aluminum. 
The pastel vertical panel adds a “look 
of tomorrow.” A _ fashion finished 
back is provided for optional TV set 
in a matching walnut finish. RCA- 
Victor Div., Radio Corp. of America, 
Camden, N. J. 






















































































Progress Mfg. Co. announces a series 
of 4 dimming controls, the Electronic 
Budget dimmer, P-8762, for any room 
in the house. The dimmer’s 3 posi- 
tions are “hi,” “mood” and “off”; and 
it replaces standard wall switch 
without changing wiring or wallplate. 
For incandescent fixtures and lamps 
only, 300w capacity. Progress Mfg. 
Co., Castor & Tulip Sts., Philadelphia 
34. 

























































Stereo sets can be safely moved from 
room to room with a “Lyre” music 
cart which features decorative solid 
metal top, diamond-pierced design, 
metal grille shelves and built-in rec- 
ord rack for large albums. Holds 
more than 100 records. Heavy tubular 
legs are fitted with black rubberex 
casters for free-moving action. 
Price, $35. 

Also announced is a brass finished 
cart designed specially for 19-in. slim 
models. Grille shelf gives added space 
for magazines etc. Sets are safely 
moved from room to room on free- 
rolling ball-bearing swivel casters. 
Price, $24 in brass, $22 in black 
baked-on enamel. George Koch Sons, 
Inc., Evansville 4, Ind. 



























































Magnus announces a 2-piece ampli- 
fier system for their electric chord 
organs. Consisting of a new sensitive 
full-tone pick-up arm which features 
twin microphones, a 12-ft.-long lead 
cord and amplifier jack which is 
plugged into the Magnus amplifier, 
the new system amplifies full, rich 
tones indoors or out. The pick-up 
arm allows 1 microphone to pick up 
chord tones, the other tone of keys. 
Of fine hardwood in light walnut, 
pick-up arm is placed on top of the 
Magnus organ. The amplifier features 
a volume control dial which can be 
adjusted to loudness desired. Avail- 
able in blonde, walnut or mahogany 
with grili cloth front, the system re- 
tails for $99.95. Magnus Organ Corp., 
100 Naylon Ave., Livingston, N. J. 


JFD announces 3 UHF antennas de- 
signed for translator areas with re- 
ception problems. The new series 
features specially designed cardioid 
dipole for improved broad-band re- 
sponse on channels 70-83. Each mod- 
el includes rigid, heavy-gauge galva- 
nized, welded wire rod construction 
that resists effects of wind, storm 
and vibration; over-sized precision 
formed cardioid dipole of corrosion- 
proof solid aluminum rod; full-wave 
horizontal and vertical spacing of 


bays for higher stacking gain; and 
solid busbar multi-stage phasing 
transformers which maintain con- 


stant 300 ohm impedence over UHF 
translator spectrum. The models are 
TR604, 4-bay for primary UHF, $8.75; 
TR606, 6-bay for near-fringe UHF 
locations, $10.95; and TR612, 12-bay 
for fringe and far-fringe locations, 
$24.95. JFD Electronics. Corp., 6101 
16th Ave., Brooklyn 4, N. Y. 


























Stereo Looms 


As Japan’s Aim 


CONTINUED FROM PAGE | 

U.S. for seven months trickled to a 
total of about 13,000 units. But in 
August, aiming at Christmas, 36,- 
583 thundered in, spurting the 
eight-month total to 49,610. Tokyo 
sources, however, believe the bulk 
of these units are portables, close in 
value to the “toy” category. Not all 
are toys, though, since at least one 
importer—Delmonico—is already 
advertising an AM-FM stereo radio 
combination consolette from Japan 
in New York at $129.95. 





And disturbing some observers are 
several other elements in the Japa- 
nese stereo climate. First, the man- 
ufacturers are pushing exposure of 
stereo in their own market. During 
the past two years, every bar in 
Tokyo, Osaka and other large cities 
has installed elaborate stereo sys- 
tems. Second, the factories already 
are pushing stereo consoles through 
PX’s in the Far East. Third, im- 
porters visiting Tokyo in recent 
weeks point out that excellent Japa- 
nese woodworking arts and elec- 
tronics know-how ought to be 
blended for production of cheap 
stereo consoles. 


Are consoles moving into the U. S.? 
Spokesman for Japan’s Electronic 
Industries Assn., a co-sponsor of the 
show, said no. Consoles are not 
moving in quantity because very 
little is yet known in the U. S. 
about Japanese stereophonics, he 
said. However, he did point out 
that stereo there has been improved 
tremendously in the past year or so 
in order to get in the race with 
West Germany for the export busi- 
ness. (West Germany sells about 
250,000 units of high-end radios and 
radio-phono consoles in the U. S. 
annually.) 


Substantial cabinet activity was re- 
vealed by at least one maker at the 
show. Keisuke Aoshima, president 
of Sanyokogei Co., Ltd., a leading 
supplier to the stereo industry, said 
he had exported $70,000 worth of 
cabinets to the U. S. last year and 
has been exporting this year at the 
rate of 3,000 cabinets a month. 
Aoshima makes the point that his 
oak wood cabinets are specifically 
treated for the low humidity U. S. 
market 2"¢4 are dried with high 
molecular heat to prevent warping 
or bending in American climates. 


While stereo took the main ring at 
the show, activity in transistorized 
TV played a strong second. Japa- 
nese makers consider a small-screen 
transistorized portable as a strong 
sleeper, but complain that no big 
deal can occur until they’ve man- 
aged to get production costs down 
sharply. 


Matsushita Electric, one of the 
leading electronics makers, said: 
“Floods of inquiries from the U. S. 
will mean big business toward the 
end of this year and early next 
year.” 


but pro- 
manufacturer, 


Sanyo Electric, a small 
gressive electronics 


was pessimistic, however, in its out- 
look. It sees no action unless pro- 
duction can be cut in half to about 
$100 export price for an eight-inch 
transistor 


portable. 
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Toshiba spokesmen admitted con- 
cern that someone would try to 
break the price: “If someone starts 
exporting transistor TV sets at half 
the current price, there will be an 
avalanche involving everyone in the 
industry.” But Toshiba would not 
confirm that anyone was, or would 
be, ready to break. 


Both Nippon Victor and Matsushita 
showed eight-inch transistor port- 
ables to retail in Tokyo at a shade 
over $200—Matsushita’s price was 
$211. 


In tube TV, there was sharply in- 
creased action reported from the 
show. Though it is still a trickle, 
the flow spurted in August. Through 
July, less than 100 units of tube TV 
were exported to the U. S. August 
brought 3,349 and the eight-month 


total is up to 3,426 units, all less 
than 21-inch screen size. 


Meanwhile transistor radio quotas, 
as steadily reported in EM Week, 
July 25 through Oct. 17, have forced 
the Japanese manufacturers at the 
show into tube radio production for 
the export market, into eight- and 
nine-transistor units, and into FM 
via both tubes and transistors. 


The transistor radio boom is not 
over, however, in the minds of 
makers at the show. They feel in- 
stead that it has slowed and they 
feel that quotas will not be -in- 
creased more than 5-10% a year. 


Optimism overall at the show was 
extremely high. Exhibitors are cur- 
rently riding a crest of spectacular 
production increases. The Japanese 





electronic parts industry (contained 
within the Five Year Plan figures 
on page 3) produced $103 million 
worth of parts in the first half of 
1960 and is expected to hit $206 
million by year end. These will 
more than double the 1959 figure 
of $90 million which itself was 80% 
up from the 1958 figure of $50 mil- 
lion. And that adds up to a lot of 
parts for a lot more stereo, TV, 
radio, tape and you-name-it for the 
export market. 


No housewares were on display at 
the show, but there was discussion 
of the possibility that the Japanese 
will manufacture electric can open- 
ers for export to the United States. 
“That’s an idea,’ a JEIA spokesman 
said. “Although we don’t live on 
canned food, Americans do, don’t 
they?” 
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Lou Gatlin runs the Ace Appliance Store, Memphis. He’s been a Frigidaire dealer for 12 years—and a softball 
fan many more years. He even sponsors his own softball team. Just as good fielding helps ‘‘keep the lead’”’ in 
softball, Lou feels that service is mighty important to success in the appliance business. ‘4e puts it this way. 


“Frigidaire service keeps ‘em sold!” 


“Customers don’t want excuses. They want service. With Frigidaire’s 


help, I can give it. Fast parts! Factory trained men! The right tools! 


Best of all, Frigidaire appliances are easy to work on. I never 


have to make excuses. Frigidaire service keeps my customers sold.” 


Everyone benefits from our extensive service programs — custom- 
ers, dealers, and we at the factory, too. Yes, we’re building the kind 
of goodwill that means even bigger sales in the future for Frigidaire. 


REFRIGERATORS - ELECTRIC 
ROOM AIR CONDITIONERS 


RANGES + FOOD FREEZERS ¢ HOME 
BUILT-IN RANGES °« 


DISHWASHERS °¢ 


— FRIGIDAIRE 


DIVISION OF GENERAL MOTORS 


LAUNDRY EQUIPMENT 
WATER HEATERS 
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‘Portable’ Is 
A Bad Word 


Bad for non-built-in dishwash- 
ers, that is. New name and new 
category is needed to win pub- 
lic aeceptance of portables 


That’s the opinion of A. L. Hag- 


gard, vice president marketing of © 


Waste King Corp., Los Angeles. 


“There is an immediate need,” Hag- 
gard told EM Week, “for the indus- 
try to name and classify this new 
style of dishwasher-dryer to place 
it alongside the free-standing re- 
frigerator, freezer and range. 
“The word ‘portable’ is unsatis- 
factory—prospects associate ‘port- 





J apan’s Plan: 
5- Year Look 


CONTINUED FROM PAGE 3 
transistors. 

In 1957, total Japanese radio ex- 
ports to the U. S. was only 650,000. 
That total grew to 2.5 million in 
1958, hit 6.052 million last year. ] 

“7. The growth in_ electronic 
measuring instruments’ output as- 
sumes an annual growth in equip- 
ment investments by industry of 
10% annually and a decline in Jap- 
anese dependence on imports from 
30% to 15%; 

“8. For electronic computers, it 
is estimated that Japan in the future 
must depend on imports for about 
50% of total requirements but about 
2,242 computers can be sold to 10 
large companies employing more 
than 1,000 workers each and capi- 
talized at more than 10 million yen 
each, 718 companies employing 
more than 1,000 employees but 
capitalized at less than 10 million 
yen each, and to smaller firms num- 
bering 1,150 which employ between 
500 and 1,000 employees each; 

“9. For transistors, it is estimated 
that exports will increase by about 
10% annually while for domestic 
requirements the demand for tele- 
vision receivers, electronic com- 
puters and automation devices will 
take an increasing volume of tran- 
sistor output; and 
[ EDITOR’S NOTE: In 1958, the Jap- 
anese produced 26,736,300 transis- 
tors, production jumped to 33,094,- 
900 in 1959, according to MITI fig- 
ures. For first half of 1960 production 
has already hit 70,987,000.] 

‘10. With respect to the impact 
of liberalization of Japan’s elec- 
industries, MITI estimates 
that the impact on wireless and 
transmission equipment, such as 
those used by Japan’s Defense 
\gency, the Japan Telegraph and 
Telephone Public Corporation, and 
‘ther government agencies and 

yrporations will not be serious but 

t electronic equipment producers 

e still weak and will require some 
before they can compete 

foreign suppliers. 

[The Embassy is submitting the 
losed MITI estimates of output 
Japan’s electronic industries not 
ise actual output in any year 
1ecessarily approximate those 
ites, but because pian gives an 
ion of MITI views of pros- 
for the electronic industries 


tronic 


st 
t 


the Ambassador: 
H. Trezise 


r of Embassy for Econom- 





able’ with ‘substitute,’ ‘small size,’ 
‘inadequate’ and ‘low price.’ ” 


50 million homes could go for “free- 
standing” dishwashers that perform 
as well or better than some built- 
ins—if the industry would give 
them status, Haggard predicted. 

“The public wants a free-stand- 
ing, full-functioning dishwasher- 
dryer. It is the model that will 
break the barrier for dishwashers, 
moving them quickly toward the 
type of acceptance the public has 
given automatic laundry equip- 
ment,” he continued. 


“The potential for dealers, distribu- 
tors and manufacturers is tremen- 
dous. Millions of prospects are not 
unhappy enough with their present 
kitchens to want to spend money 
for remodeling. 


“Or they are compromising by 
using modular units. And there’re 
the hundreds of thousands of fam- 
ilies who rent—who want to be 
able to take their appliances with 
them if they move.” 


A survey made for Waste King, by 
Dr. Ernest Dichter of the Institute 
of Motivational Research “showed 
that the majority of those groups 
was not satisfied with the choice 
between a built-in and a limited- 
function portable dishwasher,” Hag- 
gard said. 

“They want a dishwasher and 
they want it to be as good, to have 
the capacity and the dishwashing 
and drying action of the best that 
any of their friends have built in.” 


The effect of this survey, Haggard 
pointed out, was to influence Waste 


King, which already has a signifi- 
cant share of the built-in market, 
to build its “Imperial Portable” 
model and to design it from scratch 
as a free-standing appliance. 

Yet, said Haggard, when it was 
introduced, the company had to an- 
nounce it as a “large capacity, port- 
able dishwasher-dryer’”’ because the 
industry considers such an appli- 
ance a “portable” unless it is per- 
manently installed. 


“The trend of all manufacturers,” 
Haggard forecast, “will be toward 
the deluxe, free-standing dishwash- 
er—it is inevitable because of such 
a big market potential. 

“But in the process, the industry 
will have to decide on a new and 
additional category for this appli- 
ance with a name that can be mer- 
chandised to the public.” 
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What A Man Should Know 


About Romancing A Woman 


Businessmen—a whole audi- 
torium full of top dealers, 
distributors and manufactur- 
ers—listened hard when one 
woman told them how to help 
lower the buying resistance of 
her choosy sex 


The woman was Mrs. Janet Wolff, 
vice president of one of the world’s 
largest advertising-marketing agen- 
cies, J. Walter Thompson Co. 

She spoke before the annual 
gathering of top-level U.S. and for- 
eign business executives and mar- 


keting professors at one of the ses- 
sions of the recent Boston Confer- 
ence on Distribution (EM Week, 
Oct. 17). 

What she had to say could be put 
to use by any dealer. 


“Women love to spend money,” she 
began, “and a conservative figure 
indicates that women buy 80% of 
all consumer goods. 

“What I’m going to speak about 
today,” she continued, “is getting 
women to be more receptive—to 
want to tune in to your sales mes- 
sage. The factors that make women 











tune in and what makes men want 
to tune in are often very different!” 


Seven important differences be- 
tween men and women—and ways 
to exploit each one to romance a 
sale for women—were outlined by 
Mrs. Wolff. 


1. “A woman thinks inside out... 
she starts concerned with her own 
thoughts and feelings.’ In contrast, 
a man is first concerned with facts. 
“A woman may accept or reject a 
product because of a feeling about 
it—no matter what the facts are.” 

A woman thinks in emotional 
terms, and so the feelings and 
thoughts worked into a sales pitch 
are more important than detailed 
facts about a particular item. And 
because women possess great loy- 
alty when emotionally attracted, a 





NEW! THE PORTABLE THAT’S ALSO A TABLE MODEL! 
CHANNEL MASTER 8-Transistor Home ’n Travel 


Model 6515 


Looking for action this Christmas—lots of it? Here it 
is in spades! Channel Master, who really comes up with 
the big ones, comes up with another winner. Just recently 
introduced, this Home ’n Travel number has already 
topped our highest sales hopes. Trim ’n light enough to be 
carried sling-style—it packs the rich tonal quality and full 
power of a table set. THIS IS THE MOST SENSITIVE 
TRANSISTOR RADIO EVER MADE! Its ‘miles ahead’ 
performance penetrates deeper into the hard-to-reach 
fringe areas—lets it get stations other radios can’t! Styled 
to excite and priced to go at $59.95 list. 


Features: RF enplieution stage. 
3-gang tuning condenser. Extra- 
long built-in antenna. High 
signal-to-noise ratio. Simple pin- 
point vernier tuning. Full 3%” 
speaker. Standard “C” cell bat- 
teries for longer playing life. 


Complete with: Cowhide sling- 
type carrying case, private ear- 
phone with leather case, plug-in 
auxiliary antenna. 


‘Miles Ahead’ Radio Line, 
Christmas Naturals! 


NEW! THE TABLE MODEL THAT’S ALSO A PORTABLE! 


CHANNEL MASTER Cordless 


Model 6510 and 6505 


Gift appeal is built right into this highly versatile radio. 
You offer your customers one set that adds up to two—for 
the price of one! A genuine table radio, full-sized, with big- 
speaker tonal richness—it doubles as a carefree play-as-you- 
go set. The lift-out hideaway handle does it! Remarkable 
pull-in power. Large slide-rule dial, easy vernier tuning. 
Irresistibly styled in two-tone caramel and white with gleam- 


ing gold trim. 


TWO MODELS! LET YOUR CUSTOMERS TRY ‘EM FOR SIZE! 


6510 features: 6 matched transistors (plus 2 diodes and 1 thermistor). Full 5” 
speaker. 4 “D” cell flashlight batteries provide full year of playing life (average 


use). Tone control switch. 13” x 6” x 4%. $42.95 list. 


6505 features: 5 matched transistors (plus 1 diode and 1 thermistor). 4’ speaker. 
4 “C” cell flashlight batteries for extra-long playing life. 10%" x 5%” x 4%”. 
$32.95 list. 








SURE-LURE CORDLESS TWIN DISPLAY. 
Elegant, inviting...a perfect counter-piece 
designed to show off the Channel Master 
“cordless twins’ to maximum advantage in 
minimum space. Ask about it! 


CHANNEL MASTER WORKS WONDERS IN SIGHT AND SOUND 


pyright 1960 Channel Master Corp. 
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woman develops intense brand loy- 
alty which is very hard to shake 
with “facts.” 

“There’s no black magic about 
women’s so-called intuition,’ ex- 
plained Mrs. Wolff. It’s just that a 
woman collects a thousand things 
and signs a man seldom notices. 
These collected bits are tucked 
away until she has to make a buy- 
ing decision. 

“That’s why you will benefit by 
putting her intuition to work, sup- 
plying her with all relevant and 
consistent pieces of information.” 
One piece out of place, one incon- 
sistency, one highly exaggerated or 
dishonest statement will throw her 
off orbit and lose her loyalty. 


2. “A woman sees everything in re- 
lation to herself. It has been found 
that women more than men want 
and need social relationships with 
other people. Thus, a woman will 
show greater interest if a product 
or idea is related to people through 
pictures or words. 

“Top attention from women goes 
to pictures and stories of well- 
known women and, of course, chil- 
dren and babies.” 


3. “Women’s individuality is an- 
other real point of difference. 

“She doesn’t want exactly what a 
thousand other women have—in 
fact, she wants to be sure that what 
she has is what they don’t have.” 

Each woman wants to be treated 
as unique, wants you to know that 
her problems and desires are unlike 
those of the woman next door. For 
example, illustrated Mrs. Wolff, 
“How far would a young man get 
by telling his girl she is so average 
that he is in love with her?” 


4. Everything is personal to a 
woman. To find that personal touch, 
Mrs. Wolff said retailers should ask: 
““*How can your product be made a 
part of her personal life? How is it 
more suited to her than anyone 
else?’ 


5. “A woman is influenced through 
her senses, another important dif- 
ference.” Her senses are more high- 
ly developed than a man’s. 

That means concentration on sell- 
ing color, shine, smoothness and 
sound of a product. But not just any 
old color, or any old finish—the one 
and only which you can convince 
her is just right for her alone. 

And whenever possible, let a 
woman use her senses to make a 
trial run. Give her a demo and let 
her participate to the fullest extent. 
Let her run the electric mixer and 
the washer. Let her get her hands 
all over everything you are trying 
to sell her. 


6. “The minor details are major 
matters to a woman.” This is espe- 
cially important to remember in 
your displays and _ advertising. 
“Even though these details are not 
a part or quality of the product be- 
ing sold, she’s aware of the atmos- 
phere around a product—associates 
it with the product—is put in the 
proper mood for buying it. 

“But one detail out of place—on 
a package, in a picture, during a 
sales story—will throw her off, 
make her discount the rest. 





7. “Women’s desire for newness is 
far greater than men’s,” Mrs. Wolff 
concluded. This desire for newness 
is especially high in the woman of 
today. She is ready and willing to 
change and try the new way. 
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RCA—Jack M. Williams was pro- 
moted to the new position of vice 
president, advertising and _ sales 
promotion, for the RCA Sales Corp. 
He was director of Victor home in- 
strument advertising. 

James M. Toney, vice president 
of the RCA Sales Corp., was ap- 
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of RCA 


pointed to the staff of W. Walter 
Watts, chairman of the board and 
president of the corporation. He 
will be responsible for special proj- 
ects. C. Richard Johnston was named 
manager of product planning and 
development. He had been manager 
of marketing research. 


hey offer so much more to sell... 


CBS Electronics—Clarence H. Hop- 
per was named president of the 
phonograph instrument, semi-con- 
ductor and electronic tube division 
of CBS. He succeeds Arthur L. 
Chapman, who will join the head- 
quarters staff of CBS in New York, 
continuing as a vice president of 
the Columbia Broadcasting System. 


Phileo—Jack Frietsch was named 
product manager for all electronic 
product lines of the consumer.prod- 
ucts division. He succeeds Jack 
Siegrist, who resigned. William 
Balderston Jr. became manager of 
television line development and 
Thomas Fisher became manager of 
home radio and phonograph line de- 
velopment. 


Magnecord—Paul R. Bunker was 
named sales manager for Magne- 


POWER MOWERS AND LAWN EQUIPMENT 
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your customers are becoming quality- 
mower-conscious. And Certified is the 
only quality mower line with so many 
selling features .. . like the exclusive 


Certified Hinged-Tip Deflector Blade and 
exclusive Safety Handle Starter Release. 
There's a Certified Power Mower for 
every one of your customers. Simply 


let them try a Certified - . 


. and they'll 
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with all the sales advantages. 


Model 2227 
22” SELF-PROPELLED 
DELUXE ROTARY... 


Name 


Contact your Certified jobber or 
mail coupon below for full details 
of the famous CertiFIVE Profit Pian! 


WESTERN TOOL AND STAMPING COMPANY 


2725 Second Ave. + Des Moines 13, lowa 
Dept. EMC-2 
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cord products by Midwestern In- 
struments, Inc. 


Emerson Electric Manufacturing Co. 
—Lawrance W. Wightman has been 
appointed assistant to the vice 
president in charge of operations, 
responsible for research and de- 
velopment. 


Admiral Corp.—Victor F. Blunda 
has been named field merchandising 
specialist for the Admiral Sales 
Corp. 


Hamilton Beach—William A. Howe 
has been appointed central regional 
sales manager with headquarters in 
Racine, Wis. Raymond C. Rasmus- 
sen was appointed district sales 
manager for Florida. J. Norman 
Brown, regional sales manager for 
the southeastern district, will retire 
tomorrow because of ill health. 


Toastmaster—Bernard Mitchell was 
appointed. district manager for the 
domestic appliances of the division 
of McGraw-Edison Co. in Georgia, 
Alabama and a part of eastern 
Tennessee. 


Bell Sound—John Myers was named 
district sales manager for 
component-consoles in New 
and New England. 


stereo 
York 


Black & Decker—Harold L. Roller 
was appointed district manager of 
the newly combined San Francisco- 
Seattle district. He was Seattle dis- 
trict manager. 


Industry Week 
Set For °61 


The National Electrical Week 
committee has set Feb. 5-11 as Na- 
tional Electrical Week. The week’s 
events are designed to show both 
the general public and electrical in- 
dustry employees what electricity 
has accomplished in all areas of life, 
from kitchen to laboratory, and 
what its potential is. 

The committee picked ‘Make 
Electricity Work For You” as the 
week’s theme. Each segment of the 
industry can add its own message, 
such as “*... on the farm... in the 
home on the job in the 
community.” 

A National Electric Week guide 
prepared by the committee outlines 
the theme and purpose of the week, 
and suggests ways of promoting the 
program. Examples of successful 
events during the 1960 week are 
included, along with a 1961 plan- 
ning calendar and order blanks for 
mats, reproduction proofs, and dis- 
play materials. A dollar sent to 
National Electrical Week Head- 
quarters, Suite 306, 407 North 8th 
St., St. Louis 1, Mo., will bring one. 
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FACTORY SALES 
appliance-radio-TV index (1957 = 100) 


RETAIL SALES 
total ($ billions) 


APPLIANCE-RADIO-TV 
STORE SALES 

($ millions) 

CONSUMER DEBT + + 
owed to appliance-radio-TV dealers 
{$ millions) 

FAILURES 

of appliance-radio-TV dealers 


HOUSING STARTS 
(thousands) 


AUTO OUTPUT 
(thousands) 


PERSONAL CONSUMPTION 
EXPENDITURES 

for furniture-househoid equipment 

($_ billions) 


DISPOSABLE INCOME 
annual rate ($ billions) 


CONSUMER SAVINGS 
annual rate ($ billions) 


EMPLOYMENT 
(thousands) 





LATEST | Preceding YEAR 
MONTH MONTH AGO 
112 120 115 
18.0 18.1 17.8 
316 330 359 
277 276 288 
19 31 33 
103.4 129.4 139.9 
158.4**| = 144.1°*] —s112.5** 
18.7+ 18.94 19.0+ 
354.34 347.04 338.34 
25.8+ 23.74 24.84 
68,282 68,689 67,241 











A Quick Check of BUSINESS TRENDS 


THE YEAR 
SO FAR 


2.6% down* 
(June 1960 vs. 
June 1959) 
1.1% up 
(Sept. 1960 vs. 
Sept. 1959) 
11.9% down 
(Aug. 1960 vs. 
Aug. 1959) 


3.8% down 
(Aug. 1960 vs. 
Aug. 1959) 


42.4% down 
(Sept. 1960 vs. 
Sept. 1959) 
26.1% down 
(Sept. 1960 vs. 
Sept. 1959) 


40.8% up 


1.5% down 
(2nd qtr. 1960 
vs. 2nd gtr. 1959) 


47% up 
(2nd qtr. 1960 
vs. 2nd qtr. 1959) 
4.0% up 
(2nd qtr. 1960 
vs. 2nd qtr. 1959) 
1.5% up 
(Aug. 1960 vs. 





Aug. 1959) 





_*New index being used. Federal Reserve Bulletin, Jan. 1960 (seasonally adjusted) . 
**Figures are for week ending October 22, 1960 and preceding week (revised) 


+ Figures are for quarters. 


+ +Federal Reserve Bulletin figures (revised). 





A Quick Check of INDUSTRY TRENDS 


An up-to-the-minute tabulation of estimated industry ship- 
ments of 15 key products. New figures in bold-face type. 


DISHWASHERS 
DRYERS, Clothes, Electric 
Gas 
FOOD WASTE DISPOSERS. 
FREEZERS 
PHONOGRAPH SHIPMENTS 
PHONOGRAPH RETAIL SALES 
RADIO PRODUCTION (excludes auto) 
RADIO RETAIL SALES 
TELEVISION PRODUCTION 
TELEVISION RETAIL SALES 
REFRIGERATORS 
RANGES, Electric, Standard 
Built-in 
RANGES, Gas, Standard 
Built-in 
VACUUM CLEANERS 
WASHERS, Automatic & Semi-Auto 
Wringer & Spinner 
WASHER-DRYER COMBINATIONS 
WATER HEATERS, Electric (Storage) 
WATER HEATERS, Gos (Storage) 





Aug. 
8 Mos. 
Aug. 

8 Mos. 
Aug. 

8 Mos. 
Aug. 

8 Mos. 
Aug. 

8 Mos. 
Aug. 

8 Mos. 
Aug. 

8 Mos. 
Week Oct. 14 
41 Weeks 
Aug. 

8 Mos. 
Week Oct. 14 
41 Weeks 
Aug. 

8 Mos. 
Aug. 

8 Mos. 
Aug. 

8 Mos. 
Aug. 

8 Mos. 
Aug. 

8 Mos. 
Aug. 

8 Mos. 
Aug. 

8 Mos. 
Aug. 

8 Mos. 
Aug. 

8 Mos. 
Aug.** 
8 Mos.** 
Aus. 

8 Mos. 
Aug. 

8 Mos. 


1960 
(Units) 


52,300 
364,000 
69,658 
432,250 
35,461 
228,046 
66,200 
482,400 
112,200 
784,000 
416,838 
2,517,260 
336,945 
2,441,724 
276,983 
8,156,351 
707,546 
6,471,324 
124,587 
4,624,836 
429,346 
3,479,731 
301,400 
2,370,600 
65,900 
558,300 
56,500 
450,100 
120,200 
967,400 
31,700 
229,000 
280,578 
2,186,051 
230,540 
1,634,000 
65,959 
482,860 
12,237 
101,071 
*42,700 
*449,700 
279,400 
1,891,300 








1959 % 
(Units) Change 
43,900 +19.13 
318,800 +14.18 
87,291 —20.20 
493,892 —12.48 
45,906 —22.15 
241,974 — 5.16 
62,500 + 5.92 
472,400 + 2.12 
108,400 + 3.51 
886,000 —11.51 
342,724 +21.62 
2,041,604 +23.30 
297,058 +13.27 
2,036,055 +19.92 
314,716 —11.99 
7,383.332 +10.47 
729,999 — 308 
5,511,699 +17.41 
185,525 —32.8" 
4,856,483 — 477 
492,449 —12.81 
3,126,981 +11.28 
314,100 — 404 
2,551,200 — 7.08 
61,300 + 7.50 
624,000 —10.53 
55,300 + 2.17 
470,700 — 438 
143,300 —16.12 
1,069,200 — 9.52 
32,800 — 3.35 
220,200 + 4.00 
268,465 + 4.5] 
2,200,887 — .6] 
270,332 —14.72 
1,891,871 —13.63 
89,517 —26.32 
596,226 —19.01 
18,179 —32.69 
115,093 —12.18 
60,000 — 28.83 
567,400 —20.74 
256,100 + 9.10 
2,043,600 — 7.45 








*Preliminary 
**Corrected 


OCTOBER 31, 1960 


Sources: NEMA, AHLMA, VCMA, EIA, 





INDEX TO ADVERTISERS 
OCTOBER 31, 1960 


MAJOR APPLIANCES 


Blackstone Corp. 30 


Frigidaire Div. of 
General Motors Corp. 25 


Gibson Refrigerator Div. of 


Hupp Corp. 6 
Maytag Co. 32 
Whirlpool Corp. 3| 
HOUSEWARES 
Paragon Electric Co. 30 
Ronson Corp. 30 


Sperry Rand Corp., Remington 
Rand Electric Shavers 5 


Western Tool and Stamping Co:......28 


HOME ELECTRONICS 


Channel Master Corp. 26, 27 


General Electric Co., Audio 
Products, Radio Receiver Dept... 9 


Majestic International Sales Div. 


of Wilcox-Gay Corp. 24 
Pentron Corp. 12 


Radio Corporation of America..14, 15 


Sylvania Electric Products, Inc. 10 
OTHER 

Electrical Merchandising Week 13 
Graybar Electric Co. 22 
Lever Brothers Co. 20 
Philco Corp. 29 


This index is published as o service. Every care 
is taken to make it accurate, but ELECTRICAL 
MERCHANDISING WEEK assumes no responsi- 





Admiral Corp. 18, 19 bility for errors or omissions. 
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Tonnes” “Sue 
CASWELL SPEARE PUBLISHER 
HARRY C. HAHN ASSISTANT TO THE 
PUBLISHER 


ADVERTISING SALES 
MANAGER 


DALE R. BAUER 


PROMOTION AND 
CIRCULATION MANAGER 


WAYNE SMITH 


PETER HUGHES PRODUCTION MANAGER 


PRODUCTION 
ASSISTANT 


MARIE RESTAINO 


DISTRICT MANAGERS 


WARREN S. ACKERMAN 
RUDY BAUSER 
Assistant, BRUCE TEPASKE 


e, N.Y. 36, N.Y OX. 5-5959 


RAYMOND K. BURNET 
verty Building, Atlanta 3, Ga 


JA. 3-6951 


CAGC ROBERT J. SCANNELL 
EDWARD J. BRENNAN 
520 N. Michiaon Avenue, Chicaag iy th 


MO. 4-5800 


DAL > JOHN GRANT 
9 Vaughn Bldg., Dallas |, Tex. RI. 7-5117 
GENE HOLLAND 


W-724 Prudential Bldg., H 2553 


RUSSELL H. ANTLES 
s Angeles 17, Ca 
HU. 2-5450 


SCO THOMAS H. CARMODY 
SCOTT HUBBARD 

San Franc 4, Cal. 
DO. 2-4600 
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YOU NEED 








NEW IDEAS 


MAKE THE DIFFERENCE IN 


RONSON 
PRODUCTS 


One year free service on 
all Ronson products. 77 
national service outlets. 


Another first 
from Ronson! 


- New! Lady Ronson Superbe. 
» Only lady’s shaver with 
» two separate cutting ac- 
_ tions—one for legs...one 
for under-arms. Shaves 
smoother, closer...with 
/ no nicks or scrapes. 
Comes in glamorous, 
rich, black velvet gift 
case with mirror. Shaver 
available in pink or blue. 
Suggested retail: #16.50. 


MAIL THIS COUPON TODAY! 


! 
RONSON CORPORATION 
One Ronson Road, Woodbridge, N. J 


Att: Appliance Product Mgr 


Please send me complete information on all Ronson appliances 


plus full details of new cooperative advertising program. 


NAME 








International Standard 
of Excellence 


There are 


plu¢ profits 


in Paragon 


Write: 


PARAGON 


ELECTRIC COMPANY 
1638 Twelfth St. « Two Rivers, Wis. 
TIME I$ MONEY — CONTROL IT WITH PARAGON 


30 


COMPANY 


ADDRESS_ 

















HOME LAUNDRY EQUIPMENT 











HOME LAUNDRY EQUIPMENT 











e THIS IS THE SIGN OF 
PROFITABLE LAUNDRY 
BUSINESS © EXCLUSIVE 
FRANCHISES AVAILABLE 
BLACKSTONE CORPORATION 
JAMESTOWN, NEW YORK 








TAKING STOCK A quick look at the way in which 


the stocks of 54 key firms within the industry behaved 
during the past week. This unique summary is another 


exclusive serv 
Scag Bi nets aR: 


a ee ie oe 


ice tor readers of EM WEEK. 
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STOCKS AND DIVIDENDS 
IN DOLLARS 


NEW YORK EXCHANGE 
Admiral 23%, 
American Motors | 
Arvin Ind. | 

Borg Warner 2 
Carrier 1.60 

CBS 1.40B 

Chrysler | 

Decca Records |.20 
Emerson Electric | 
Emerson Radio .50F 
Fedders | 

General Dy. 1.75E 
General Elec. 2 
General Motors 2 
General Tei & El .76* 
Hoffman Elec. 60 
Hupp Corp. .37T 
Magnavox | 
Maytag 2A 
McGraw-Edison 1.40 
Minn. M&M .60 
Montgomery Ward 2 
Monarch .30E 
Motor Wheel | 
Motorola | 

Murray Corp. 

Philco 4G 

RCA IB 

Raytheon 2.37T 
Rheem .60 

Ronson .60 

Roper GD 

Schick 

Siegler Corp. .40B 
Smith A. O. 1.60A 
Sunbeam 1|.40A 
Welbilt .10G 
Westinghouse 1.20 
Whirlpool 1.40 
Zenith 1.60 


AMERICAN EXCHANGE 
Casco Pd. .35E 

Century Elec. '/2 

Herold Rad. 

lronrite .25T 

Lynch Corp. (Symphonic) 
Muntz TV 

National Presto 

Nat. Un. Elec. (Eureka) 
Proctor-Silex 

Republic Trans. 

Telectro Ind. 


MIDWEST EXCHANGE 
Knapp-Monarch 

Trav-ler Radio 

Webcor 


HIGH 





CLOSE , CLOSE ,_ NET 
OCT. 17 | OCT. 24 | CHANGE 


i! Vy | 0% 

21 ¥, 19'/2 

19/4, 16%, 

3414, 331%, 

291/4 27% 

39! 37% 

43\4, 40%, 

35%, 35!/, 
447g 43 

13 11% 

16!/, 16%, 

38l/, 363% 

74 72% 
43%, | 42 

26!/2 24% 

18 16!/, 
7% 7 

45 | 40/2 

32%, 32'/, 
321, | 29 
66%, | él 
26 

12\/, 

12%, 

61% 

25%, 

17% 

47%, 

31% 

13% 

12% 

16l/ 

8%, 

24! 

32! 
52 

4'/ 

457, 

24!/, 

983%, 


Ye 








PPP P HEP EE Ped ebb eee beet ee 





9%, 


7 
15%, 
64% 
9 
455 
13!/, 
2%, 
6 
4¥%, 
15% 12/4 





bi, | bi, 
M4 | 6!/ 
10% 10 





A—Also extra or extras. B—Annual rate plus stock dividend. D-—-Declared or poid in 1959, plus stock divi- 
dend. E—Paid last year. F—Payable in stock during 1959, estimated cash value on ex-dividend or ex-dis- 
tribution date. G—Declared or paid so far this year. T—Payable in stock during 1960, estimated cash 
value on ex-dividend or ex-distribution date. *Minn M&M, Motorola, Gen Tel & El announced stock splits 


during first six months 1960. 





ANALYSIS: The market fell off 
Sharply at the close of the day’s 
trading on Oct. 24. Electronic 
stocks were hardest hit—a fact that 
showed up in the EM Week chart 
as the 54 key stock average dropped 
almost two points off last week’s 
average. The current average read- 
ing of 24% is the 1960 low and no 
one was saying it won’t be lower. 


Reasons are varied for the current 
plight of the market—the upcoming 
election, Mr. K., steel, world ten- 
sions. Thirteen new lows were reg- 
istered last week among the above 
listed 54 while only six issues 
showed fractional gains. Zenith 
continued to drop. Magnavox, RCA, 
Motorola and Raytheon recorded 
sizeable losses. 


ELECTRICAL MERCHANDISING WEEK 





30° ELECTRIC RANGE 
e LETS YOU SELL LUXURY 
FEATURES AT A LOW PRICE! 


To put real stimulation in your electric range sales, 
here is a new 30” low-priced model that’s loaded with 
features usually found only in higher-priced ranges. 
It’s promotable, profitable and right for today’s market! 





SSS S35 3) 


Look at these ‘sales dinchers!” 


e Fully Automatic Cooking— __ 
the automatic clock starts and 
stops cooking . . . times oven 
and one appliance outlet up to 
5% hours. 


e Giant 24” Window Oven — 
this huge oven with window in 
silicone heat-seal door maintains 
uniform heat. 





e Jetube Surface Units — 
heat fast . . . cool fast! Thin 
design allows quick response to 
changes in temperature settings. 


e Removable Oven Door - 
entire oveh door lifts off to make 
oven faster and easier to clean 
... even in back corners. 








e Luxury Styling — 
Beautifully styied and with acid, 
stain and rust-resistant porcelain- 
enameled finish. 





HE1-303 


Your family will love our family of home appliances 


Get the full story on this 


terrific value from your 
RCA WHIRLPOOL distributor. 


of trademarks (ond RCA authorized by trademark 1 Radio Corp f Ame 


Join up!/...it’s easier to sell RCA WHIRLPOOL than sell against it! 
OCTOBER 31, 1960 





World’s first dryer with 


ELECTRONIC CONTROL 


nad x 
° om 










































































Close-up of dryer drum 


and electronic baffle 


Clothes come out softer, need “feel” the clothes constantly. At just the right 


° ° P moment, it shuts itself off. 
less ironing, because wrinkles 
3 And the Maytag Electronic Control Dryer is 
are never baked in. also a Maytag Halo of Heat® Dryer, thus com- oven Beat ; ene 
For the first time clothes can be dried auto- 


surrounds \ in one spot 


oa = ° ° loth 
bining precision electronic control with are 


matically without losing their natural mois- Maytag’s gentle low-temperature drying. 


ture. That’s because this new Maytag with It’s new. It’s exclusive. It’s the biggest sell- 


ing news in dryers since their invention. Con- 
F 7 j . , Illustration shows how new Maytag Halo of Heat Dryer with 
itself off. How ? ‘ ac , “ 
Ss off. How does it work? The baffles are tact your Maytag Regional Manager or Dis electvanic control surrounds Clothes with gentle, even heat. 
wound with 24 moisture-sensitive coils that Eliminates harsh “hot spot” heat found in other dryers. 


: (Maytag does this) (Other dryers do this) 
electronic control knows exactly when to shut 


tributor or The Maytag Company, Newton, Ia. 
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